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WAUSAU 
the IMPRESSION PAPER you/ 


For offset, for stencil duplicating, for spirit or gelatin 
process . . . when the job calls for clear, sharp, easy- 
to-read impressions . . . select one of the WAUSAU 
IMPRESSION PAPERS to do a better job for you. 
Specially treated surfaces . . . new, brilliant white .. . 
and fresh, modern colors are some of the reasons for 
Our 58th year = selecting WAUSAU IMPRESSION PAPERS for sales letters, 
folders, announcements, reports, office forms and many 
other business uses. 
The complete Wausau Impression Paper 
line is available nationally through 


authorized distributors and stationers. 
® 


Arusans of WAUSAU PAPER MILLS CO. 


Fine Papers General Sales Offices 
MILLS at 111 W. Washington Street, Chicago 2, Illinois 


BROKAW. WISCONSIN Member — Wisconsin Paper Group 


r ess | 
in 
. 
> 


THE REPORTER OF 


Mail 


advertising 


224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 


SMALL MAILING CAMPAIGN DEPARTMENTS 
ADDRESSED AT LOW COST 


Suort Nores 
Urcrapine Letter Copy—by Paul Bringe 


“We planned a series of 5 monthly mailings,” Reep-aste Cory—by Orville Reed 


reports Associated Business Publications. 
“Small program did not warrant plates or 
stencils, so we chose ‘Multiplex’ carhon- 
interleaved address labels in 5-part sets. One 
typing and our entire campaign was addressed.” My Mam. Ousee Dav—Sy Joved 


TEST CARBON-INTERLEAVED 
“MULTIPLEX” LABELS with 


FREE OFFER 


YOU GET: WHEN YOU BUY: 
1 Box FREE 5 Boxes at $8.75 ea. 
2 Boxes FREE 10 Boxes at $8.00 ea. 
5 Boxes FREE 25 Boxes at $7.50 ea. 
Each label 1” x gummed, perforated Dinecr Man. Report on THE Postat 


labels per 82°’ x 11" sheet. Box contains 500 ‘ 


8,250 2-part label-sets per box 
4,125 4-part label-sets per box 
3,300 5-part label-sets per box 


OFFER EXPIRES 30 days. Limit: One order per 
customer. Money-back guarantee. ‘ 


THUMBNALL Sxetcues or Direct Mau. Success 


Front Porcu Henry Hoke 


FEATURES 


How « Mecuanizep Puncu Carp System Can Funp Ratsine By Marr 


Sales offices: Becton” Detrelt, Phila. ‘Able NortusHore Namepcate, Gets Hor 
Labels’ are mfd. and distributed in Ohio by 
Allen Hollander Midwest Corp., 812 Huron Rd., 
Cleveland 15, SUperior 1-0736. 


SHowcase or INDUSTRIAL SHOWMANSHIP 


Clip to letterhead, sign and mail: How Do You Apvertise To TRAVELING SALESMEN 32 


_ Enter our order for ‘MULTIPLEX’ CARBON- 
INTERLEAVED MAIL ADDRESS LABELS: A Duscustine Letter 


2-part © 3-part 4part 5-part 


© 1 Box $11.00 
[ 5 Boxes @ $8.75 ea. plus 1 FREE Henry Hoke, Editor Henry Hoke, Jr. Publisher 


.00 ea. pl F 
Dudley Lufkin, Field Editor John Patafio, Jr. Eastern Advertising 
M. L. Strutzenberg, Business Manager H. L. Mitchell, Western Advertising 


F. Stern, Circulation 


Pay Le N| The Reporter of Direct Mail Advertising is published monthly ot 229 West 28th Street, 
— ' New York 1, N. Y. Subscription price is $6.00 a year. Second Class Mailing Privileges 

LL AN DER outhorized at Gorden City, N. Y. ond additione!l entry ot New York, N. Y. Copyright 
company, inc. 1957 by The Reporter of Direct Mail Advertising, Inc. Western Sales Office: H. L. 


Mitchell G Associotes, 3087 Seturn Ave., Huntington Park, California. LUdlow 5-4668. 
385 Gerard Ave., New York 51, N. Y. Dept. RD The Reporter is independently owned and operated. In addition to thousands of regular 
’ subscribers, all Members of the Direct Mail Advertising Association receive The Reporter 


Hem! sy A specialty label plant. as an Association service. Part of their annual dues pays for o subscription. 
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Deadly Direct 
Mistake No. 


‘“‘Forget That Your Letters Are You’”’ 


By Maxwell Sackheim 


ality on paper. Whether you mail one or a million each letter tells 


Be LETTER you write is YOU. Every letter you send is your person- 
what YOU are. 


If every letter you mail is YOU, it should have its face washed, hair 
combed, shoes shined, trousers pressed. It should command respect, earn 
a hearing, and deserve consideration. 


You wouldn’t call on a prospect dressed like a Bowery bum. Nor should 
you come dressed in white tie and tails. Just be yourself! 


The appearance of your mailing is only the beginning of your person- 
ality. What about your language? Is it believable? Does it sound pompous, 
superior, wordy, braggy? Or is it careless, sloppy, unimpressive, common- 
place? Or does it radiate integrity by its simplicity and honesty? Is it YOU? 


And what about your offer? Do you really believe it justifies acceptance 
or are you hoping people will “fall” for it? Is your “limited time” offer true? 
Is your “special price” special? Or are you kidding? 


It’s bad enough to have a mailing flop after it is tested—but it is worse 
to have it foredoomed to failure because it doesn’t deserve to be opened, 
read, believed or acted upon. 


Deadly Direct Mail Mistake No. 7 is to deceive yourself. Just be natural— 
naturally honest, naturally truthful, naturally sincere, and your letters will 
reflect your personality to your advantage. There must be a way to break 
through the 2%, 3%, 4%,5% Result Barrier—perhaps by remembering that 
our letters are US! 


Maxwell Sackheim & Co., Inc. 
545 Madison Ave., New York 22, N. Y. 


Attached is a statement of our direct mail problem, 
and some samples of our current litcrature. Our mail- 
ings run to approximately .................cccceseeees per year. 


What is Your Direct Mail Problem? 

We are an advertising agency specializing in 
Response Advertising—that is, Publication, Direct 
Mail and Radio advertising designed to produce 
inquiries, leads or direct sales. Publication and 
Radio advertising is compensated for through the 
usual advertising agency commission arrange- 
ment. We have now developed an equitable method 
of compensation for Direct Mail work. If inter- 
ested, tell us what you care to about your problem 
and the size of your mailings, and we will write 
you. No obligation. 


MAXWELL SACKHEIM & CO., INC., 545 Madison Ave., New York 22 
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TAKES ALL THESE INGREDIENTS PRODUCE 
SUCCESSFUL DIRECT MAIL CAMPAIGN 


BUT ALL THIS EFFORT IS LOST 
UNLESS YOUR LISTS ARE RIGHT 


MURRAY HILL 7-4158 


and here is where P . C. fits into your picture 


From the more than 3,000 lists on file with 
us can be selected those which will “fit” your 
product or your service. The right selections 
will deliver your costly, well-planned, well- 
written and well-designed sales message to 


the people to whom it is aimed. It is our job 
to pin-point lists to the product. There is no 
charge for this service and it may make the 
difference between a successful direct mail 
campaign and a flop. 


i9 WEST 44 STREET, NEW YORK 36, ©. Y. 
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We welcome your direct mail ideas and news items for this department. Send all material to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y, 


(1) EXCLUSIVE AUTOMOBILE SELL- 
ING: Beginning on page 21 of this 
issue, you'll find a dramatic spread on 
how to promote Ford’s new automobile, 
The Edsel. While the campaign presenta- 
tions are theoretical (actual Edsel promo- 
tion is hush-hush until released this fall) 
you'll see some heavy emphasis on “pres- 
tige” marketing. As you read about the 
Edsel, it might be interesting and sig- 
nificant to keep in mind this recent report 
from the competitive Dodge News Bu- 
reau: “One of the problems challenging 
automobile sales and advertising of- 
ficials,” says Dodge, “is that of lining 
up community leaders as prestige “boost- 
ers” of their product. Dodge hopes to 
solve it through an exclusive “Swept 
Wing” Club . . . recruting community 
VIP’s by direct mail. A personal invita- 
tion to take a demonstration ride is being 
sent by vice-president Lee Diamond to 
civic, business and professional leaders. 
His letter emphasizes the “exclusive” 
nature of the group . . . whose members 
will receive a membership card and pin, 
and be asked for their “valued opinion” 
(which Dodge dealers will use as testi- 
monials). Class rather than mass seems 
to be the big promotion trend in Detroit. 


[] IF YOU WANT TO SEE a small but 
sensational sampling piece, write to Shultz 
Sample Service, Inc., 26 W. 17th St., 
New York 11, N. Y. . . . and ask them 
to send you a copy of their latest promo- 
tion. It’s an index-card size, accordion 
fold sampler of Shultz services. Each tab 
indexed section shows a sample of their 
work (swatching, tip-ons, hand work and 
presentations). Copy, art and demonstra- 
tion pieces show Shultz as an outfit you'd 
really like to do business with. Whoever 
created this easy-to-file sampler should 
take a bow. 

— 

eee 
[] SPEAKING OF SAMPLING ... if 
you've got a bulky item that’s hard to 
mail as sample you might solve the prob- 
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lem with Snap-Pak . . . a new and eco- 
nomical vacuum-formed bubble packag- 
ing. Snap-Pak encases merchandise in 
tight-fitting plastic, over a die-cut mount- 
ing card. Product items such as lipstick 
cases, pens, pencils, bottles, etc. can be 


encased on a printed card for less than 
a penny per package. You can get an 
illustrated brochure on the packaging 
method by writing to Auto-Vac Com- 
pany, 1984 State St., Extension, Bridge- 
port, Conn. 
— 
eee 

- MISS GLORY ICKES of J. M. 
Mathes, Inc., New York, was crowned 
“Advertising Miss 1957” last month at 
New York's Seventh Annual “Inside Ad- 
vertising Week” Banquet . . . sponsored 
by the Assn. of Advertising Men & 
Women. The active and attractive agency 
secretary won the title over eight finalists 
in the association’s annual contest to 
select the queen of the advertising world. 
“Advertising’s Miss” is chosen on the 
basis of advertising ability, personality 
and appearance. John J. Patafio, Jr., 
Reporter advertising manager and 
AAM&W president, handled the impres- 
sive coronation ceremonies . . . during 
which Lori Merrins of John Mather 
Lupton, Inc. took second place honors, 
and third place went to Elaine Lombarde 
of BBDO. 


[ HERE’S A GOOD READERSHIP 
IDEA .. . for turning a routine indus- 
trial catalog into a sales promotion 


Hamilton 
Bond 
stacks up as best 


.. and your work 
is as good 
as your bond 


Ream after ream, job after 
job, Hamilton Bond gives you 
trouble-free printing and top- 
notch results. The pressroom 
stays happy because Hamilton 
Bond prints so well. It is blend- 
ed of the best pulps, is uni- 
form, lies flat and feeds easily, 
is genuinely watermarked, and 
comes moisture-proof wrapped. 
The sales staff keeps content 
because Hamilton Bond white 
is so sparkling, because the 10 
distinctive colors are right, 
because this bond performs as 
well in the office as on the 
press. Hamilton Bond brings 
out the best in your work! 


Hamilton 
Papers 


HAMILTON PAPER COMPANY 
Miquon, Pa. 


Mills at Miquon, Pa., and Plainwell, Mich. 
Offices in New York, Chicago and Los Angeles 
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vehicle. When The Deming Co., Salem, 
Ohio manufacturers of pumps and water 
systems, came out with a new product 
catalog they wanted to make sure 
it would be read by their dealers and 
jobbers. Accompanying each of the 20,- 
000 catalogs mailed was an interesting 
“Quiz Game” questionnaire . . . printed 
on the inside of a special reply en- 
velope. Recipients were told that “many 
of the answers will be on the tip of your 
pencil others can be answered by 
referring to the Deming catalog.” For 
every completed questionnaire, Deming 
offered “a small but very useful gift.” 
It was a Deming Calculator, a small 
pump-problem slide rule, which comes in 
handy for pump dealers and jobbers. 
The quiz questionnaire was returned by 
more than 1,500 recipients giving 
extra readership to a routine catalog. 
— 
eee 

SPEAKING OF QUESTIONNAIRE 
MAILINGS Trans World Airlines 
recently pulled off a new wrinkle. It was 


different from the General Motors in- 
visible ink project reported previously, 
but had the same sort of curiosity angle. 
Questionnaire booklet was mailed Third 
Class. Titled: Take This Test—What do 
you See? Inside pages showed illustrations 
made by folding paper over an ink smear. 
Recipients were asked to check five pos- 
sible reactions under each illustration. 
But the printed possible reactions in- 
cluded references to vacation spots avail- 
able by TWA. The spoofing wound up 
with a last page interpretation, reveal- 
ing that no matter which squares you 
checked, you are “projecting, as the 
psychiatrists say.” And you therefore need 
a vacation. Clever idea. 


7) IN THE MARCH REPORTER, we 
reported how Pennsylvania Transformer 
Co., was using an industrial employee 
campaign to help conquer polio . . . by 
getting all employees to take the Salk 
Vacine shots. We're glad to report now 
that more companies are jumping on 
the bandwagon of this worthwhile P. R.., 
health project. A & M Karagheusian, 
Inc., for example, has become the first 
firm in the carpet industry to offer free 
shots to their employees. A letter 
from Harold J. McCormick, industrial 
relations director, announced the plan 
to employees, urging Karagheusian per- 
sonnel to take advantage of the com- 
pany offer. Western Electric, Standard 
Brands, Inc. and other firms are following 
suit . . . to lick polio. 


— DIE-CUT SILVER DOLLARS and 
copy focused on the recipient made a 
hit in a recent folder from Akers’ 
Motor Lines, Inc. Designed to show the 
Atlanta, Ga. trucking firm’s growth in 


volume and facilities, copy told shippers: 
“You Spend Akers Dollars! Yes, you 
spend Akers’ dollars. Perhaps not literally, 
but Akers’ expenditures for equipment 
and additional facilities are dictated by 
vour requirements for shipping service.” 
Expansion improvements in_ terminals, 
equipment, personnel and communica- 
tuons were sketched . . . underneath four 
illustrated die-cut silver dollars. As a 
combined sales and public relations piece, 
the folder was one Akers facet that 
would be hard to improve. 


eee 


-| A NEW HIGH SPEED LABELER 
called the McCain Mailing Machine has 
been introduced by Chicago Machinery 
Laboratory, Inc. Folders, brochures, en- 
velopes, etc. are fed into the McCain 
from one end, while strips of pre-printed 
labels feed from an overhead reel. Labels 
are mechanically cut and adhered to 
mailing pieces at the rate of 30,000 per 


*patent applied for 
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hour. You can get complete information 
about the McCain by writing to Chicago 
Machinery Lab. at 6200 W. 60th St., 
Chicago 38, Ill. 


-.) A PENNY FOR YOUR THOUGHTS 
DEPT.: If you were intrigued by that 
Readers Digest subscription mailing which 
carried two pennies showing through a 
window in the envelope you might be 
interested in the claim that Chain Store 
Age was first in the mails with idea. . . 
beating the Digest by 10 days. Roy M. 
Green who handles promotion for Chain 
Store Age, says it’s hard to learn, if ever, 
how many greedy claws tear through the 
window for the shiny loot, but he offers 
this advice to any future “visible penny” 
mailers: “Plan mailings in the fall when 
shinny new pennies are available (or 
make a deal with the mint) . . . and be 
prepared to take abuse from the person 
who has to pick them up and the person 
who has to affix them.” 


} 
eee 


[) NO-NONSENSE APPROACH: We 
like a simple little idea being used by 
Dorothy West Manson of Manson Agency 
(insurance), 502 3rd St., Wausau, Wis. 
Mrs. Manson claims that in spite of the 
unglamorous appearance of her direct 
mail, it is meeting with success. She uses 
an all-in-one correspondence form pro- 
duced and supplied by Insurance Pro- 
ducers Bulletin, 8111 Skokie Blvd., 
Skokie, Ill. It is a triplicate form, with 
an original and two copy sheets fastened 
together and perforated at the top, and 
with carbon interiays. Mrs. Manson 
grinds out hundreds and thousands of 
these forms on her automatic typewriters 


. sending them to both customers and 
prospects. Under the name, address and 
subject section at top there is a 24%” 
space for the message about a new policy 
or idea. Under that, separated by a ruled 
line, there is space for the customer or 
prospect to reply on one of the carbon 
copies. Could possibly be improved in 
appearance, but the whole idea certainly 
has possibilities. It at least forces the 
writer of the message to be brief. 


CREATIVE BARTENDERS are get- 
ting some “personalized” promotion . . . 
to help them sell their own mixed drink 


recipes. Every man behind the bar who 
enters Early Times Distillery Co.’s Na- 
tional Mixed Drink Competition ($25,000 
in prizes) receives a promotion kit con- 
taining bar-back streamers and 20 table 
tents. The table tents (which can also 
be used as menu tabs) are imprinted with 
the name the bartender has given his 
original drink . . . helping him to sell it 
in his place of business, regardless of 
its outcome in the contest. The promo- 
tion and contest judging is being handled 
by the Reuben H. Donnelley Corp., 
Chicago. 


-) JUST GET THE ADDRESS RIGHT 

is the only thing asked in self- 
promotion broadside created by Ayer & 
Streb, direct mail firm in Rochester, 
N. Y. A&S pictured a montage of en- 
velopes they’ve received, on which their 
name was addressed wrong (Ayeer & 
Streb, Ayer & Strebe, Ayer & Stret, etc.) 
Copy read: “Sticks and stones may break 
our bones, but wrong names will never 
hurt us . . . just as long as they’re ad- 
dressed to—15 South Avenue, Rochester, 
N. Y.” Under a list of the firm’s 11 
services was the simple tag line: “Oh 
yes, the correct name is—Ayer & Streb.” 
Good promotion . . . we hope it went 
to a 100% correct list. 


eee 
[) “THE PRINTER & THE PAPER 
MILL” is the title of a new colored slide 
film . . . premiered at the National Paper 
Trade Assn. Convention in March by 
Fraser Paper, Ltd. The 35mm presenta- 
tion shows the manufacturing processes 
of paper, explaining paper machines as 
compared to the printing press. It will 
be made available to graphic arts organ- 
izations, etc. If you're interested in a 
showing you can write Fraser at 420 
Lexington Ave., New York 17, N.Y. 


eee 

[) METERED MAIL now accounts for 
nearly half of all U. S. postage revenues 

. according to figures shown in the 
recently-published 1956 Annual Report 
of Pitney-Bowes, Inc. Total volume of 
metered mail for 1956 was over a bil- 
lion dollars, or 47% of the entire post- 
age total. The report also showed that 
the number of postage meters in use 


Today Americans demand the best 


automobiles, homes, dish pans and . . . direct mail products. 
They buy and re-buy those products that excel 
in appearance, function and economy. 
As you would buy the car in your garage, 


buy your company’s sales tools—with scrutiny, with a test, or on the 


in the products they buy— 


respected recommendation of a user. 


GENERAL OFFICE SERVICE - INC SS 
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DIRECT MAIL 


Textiles, like other goods, require sound, sensibly planned 
advertising to attain marketing success. For Stillwater 
Worsted Mills, Inc. . . . basic fabric manufacturers . . . direct 
mail advertising created by the Hickey Murphy Division of 
James Gray, Inc. sews up the business. 


Hickey Murphy knows who the prospects are, where to find 
them, and how to hit them hard with effective direct mail. 


This same sales-building direct mail service can work for 
you. Send today for your free copy of How To Put Action 
Into Your Direct Mail — and ask to see the case history file. 


HICKEY MURPHY 
JAMES GRAY INC. 


216 East 45th Street 
New York 17, N. Y. 


MUrray Hill 2-9000 


has increased 1342 %, to a total of 192,- 
000 . . . most of which are used by 
business firms. Only a small percentage 
(1%4 %) of Pitney Bowes total sales are 
made to the Post Office Dept. Interesting 
figures, showing how metered mail (a 
great deal of it direct mail) is on the 


increase. 


[) HERB BUHROW of McGraw-Hill 
Book Co., Inc., 330 W. 42nd St., New 
York 36, N. Y., sent us a complimentary 
copy of the second and revised edition 
of Printing and Promotion Handbook, 
written by Daniel Melcher and Nancy 
Larrick. Price is $7. Going through it 

. it’s amazing to see how much in- 
formation has been crowded into 438 
pages. The book should be a must for 
all the veterans and newcomers in the 
graphic arts field. It is a complete en- 
cyclopedia of all production processes. 
The book is a perfect text for studying 
the graphic arts, but it is also a valuable 
reference guide which can answer prac- 
tically and question on the subject. We 
recommend it highly. 

(.) HERE WE GO AGAIN! According 
to the newspapers, congressional probers 
have discovered that the Soviet bloc na- 
tions are now using the same propaganda 
tactics as the late and unlamented Nazis 
did in the late 30’s . . . with U. S. tax- 
payers footing most of the bill for postal 
distribution. The deputy collector of cus- 
toms in the Port of New York estimated 
that about seven million printed items 
from the Soviets entered the country last 
year (did not include First Class). Just as 
was the case with Nazi propaganda, the 
U. S. Post Office delivers this mail free 
of charge under the International Postal 
Union Treaties, whereby the country of 
dispatch keeps the revenue and the coun- 
try of receipt delivers without recom- 
pense. Of course, it doesn’t cost the So- 
viets anything for postage either since 
they simply manufacture phony postage 
stamps. It is difficult to find any legal 
way to get around this dangerous situa- 
tion, because no one wants to sponsor 
a law which would be harmful to our 
foreign friends. 


[1 EARLY BUCKLEY of Philadelphia 
has a solution for possible or threatened 
increases in postal rates. In his last Two- 
Minute Report From Buckley, he has 
this to say: “Readership, a frequently 
forgotten factor, will be of increasing 
importance if the proposed higher post- 
age rates go into effect. One way to get 
a better return on your direct mail in- 
vestment is to get more people out of 
every thousand to read your message. 
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how to get 
practically 


a free ride 


... with lightweight, eye-catching 


TROJAN ONION SKIN 


Here’s a tip for all users of direct mail! For colorful mailing pieces that save on postage, 
use envelope enclosures printed on Eagle-A Trojan Onion Skin. Because this fine 25% rag 
content paper is so lightweight, folders on Trojan Onion Skin travel practically postage-free 
as inserts in multiple mailings. Available in white and five colors, Trojan Onion Skin has lots 
of eye appeal for package inserts and large french-fold mailing pieces, too. 
And its strong durability is ideal for your invoices and office forms. 
Prints beautifully by letterpress or offset. Write for a sample portfolio. 
Other papers in the Eagle-A Trojan line: Trojan Bond, Trojan Record. 


EAGLE-A PAPERS 


AMERICAN WRITING PAPER CORPORATION « HOLYOKE, MASSACHUSETTS 
Manufacturers of famous EAGLE-A COUPON BOND and other nationally-known Bonds 
Onion Skins « Manifolds « Ledgers « Bristols * Texts 
Covers * Boxed Typewriter Papers * Technical, Industrial and Special Papers 
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SEND FOR YOUR FREE COPY 


FAIRCHILD 
MAILING 
LIST 
CATALOG 


new, revised edition 


Mail to a Fairchild list and you mail to 
a market with the highest possible sales 
potential. You get financially rated, 
up-to-date names—the best prospects 
in major manufacturing and retail 
fields. For your free copy of the new 
Fairchild Mailing List Catalog, write or 
phone today. 


MAILING LIST DIVISION 


Fairchild Publications 
7 East 12th Street New York 11, N. Y. 
Algonquin 5-5252 


FOR SALES PROMOTION THAT 
REALLY PROMOTES SALES 


call or write ta... 


AHREND 


ASSOCIATES, INC. 


PLaza 


NI 


madison ave. 


new york 22, n.y. 


There are various means of doing it. 
Design your mailing so that it looks less 
like a circular and more like a personal 
communication; make sure you're using 
a list with as close to 100% good pros- 
pects as possible; start selling fast, and 
keep talking in terms of benefit or advan- 
tage to the reader; stay in the ‘driver's 
seat’ and don't let your sales message 
ramble all over; use a striking enough or 
exciting enough approach to make certain 
your sales pitch gets off to a good start. 
And these are only a few.” 


7) FULL COLOR ILLUSTRATED EN- 
VELOPES are now available for the low 
cost of $9.85 per thousand. Colortone 
Press of Washington, D. C. uses a com- 
bined press run process to produce No. 
10, 24 substance envelopes in full color 
for that price . . . in 100,000 lots. Their 
minimum run of 25,000 costs $14.85 
per thousand. Illustration used can be 
up to 3” x 5” (from 4” x 5” transparency) 
in any shape desired. Colortone presi- 
dent Al Hackl says recent tests showed 
how two-color envelopes were 193% 
more effective than black . . . and rea- 
sons that full color can boost this per- 
centage of effectiveness tremendously. 
The colortone envelopes are called 
“Picto-Chrome” . . . and you can get 
samples and complete details by writing 
to Al at 2417th St., N. W. Washington, 
D. C. Ask too about matching 4 color 
envelopes and letterheads at $16.85/m 
in 100 M order lots. 


[) FUND RAISERS can get a lot of 
sound promotion information from a 
four-page newsletter called Channels, “a 
twice-a-month roundup of ideas and 
trends in health and welfare public rela- 
tions and education.” We particularly 
liked a roundup in the March issue .. . 
about the Direct Mail Workshop spon- 
sored by United Community Services of 
Washington, D. C. Covered important 
points for creating fund raising copy, 
etc. Channels is published by the Na- 
tional Publicity Council for Health & 
Welfare Services, Inc., 257 4th Ave., 
New York 10, N. Y. Subscription price 
is $7.50 a year. 


eee 


[) “THE PUNCHED TAPE STORY” is 
an interesting and enlightling booklet ex- 
plaining the operation of the Friden 
Flexowriter automatic writing machine. 
Done in easy-to-read, cartoon style, the 
24-page explanation shows the many ap- 
plications of the Flexowriter, and how 
punched paper tape makes it possible to 
automatically type up to 100 words a 


minute. If you're contemplating getting 
an automatic writing machine . . . sug- 
gest you read this booklet carefully. You 
can get a free copy from Commercial 
Controls Corp., 1 Leighton Avenue, 
Rochester 2, N. Y. 
— 
see 

[) MAIL ORDER SELLERS must have 
had a field day last month . . . attending 
the first “International Gadget Show,” 
held at the trade Show Building in New 
York. The exposition unveiled new and 
unmarketed devices by a host of inven- 
tors. Typical items included a dish and 
window cleaning device (providing con- 
current cleaning for both sides of a dish 
or window), a cherry pitter (gets pit out 
of the cherry without losing any juice), 
a walking cane chair (walking cane which 
converts into a camp chair), etc. If you'd 
like more information on the many gad- 
gets displayed, write to the show’s head- 
quarters at 1123 Broadway, New York 


eee 


—) CREDIT SALES PROMOTION LET- 
TERS are discussed and sampled in new 
publication titled Retail Credit Sales 
Procedures and Letters, published by the 
National Retail Credit Assn. Written in 
response to demands for a practical hand- 
book for sales managers in the promotion 
of credit sales, the 80-page manual’s 10 
chapters also include information on col- 
lecting and adjusting accounts, etc. Price 
of the manual is $2.00 per copy... 
obtainable direct from the association 
at 375 Jackson Ave., St. Louis 5, Mo. 


eee 


—) FIND AN EXCUSE to write to The 
Letter Shop, 67 Beale St., San Francisco 
5, Calif. . . . just so they'll send you one 
of their most unusual letterheads. It’s 
printed on the side of the sheet (which 
folds sideways) . . . with a striking post- 
age indicia design. Lists everything they 
do . . . without looking cluttered. But 
you've got to see it to appreciate it. Try 
a note to Abbott E. Stinchcomb, officer 


manager. 


[| NEWSPAPERS ALL OVER THE 
COUNTRY have been mailing jumbo 
promotion postcards to retailers and 
other potential advertisers. Prepared as 
a syndicated campaign by the Bureau 
of Advertising, ANPA, the cards are 
being sent to more than 1,000 dailies 
and weeklies (Bureau members) for local 
mailings. Campaign copy is based on 
the Bureau’s two recent research studies. 
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Headline on one, for example, asks: 
“Who's Your Fair Lady?” Copy says 


fairest catches for advertisers are the | 


teenage girls . . . “9 out of 10 choose 
their own brand of lipstick, etc. . . . and 
9 out of 10 read daily newspapers. How 
can you sell our local lassies? Tell them 
in . . . (newspaper imprint)” Designed 
for weekly mailings, four 5” x 9” illus- 
trated cards are being produced every 


month. 


[ TWO NEW PORTABLE BINDING 
MACHINES have been added to the ex- 
tensive line of General Binding Corp., 
812 West Belmont Ave., Chicago 14, IIl. 
Designed for quick plastic ring binding, 
the combination is known as the 16-Ds. 
Model 16-D Punch has 16 inches of 
punching dies . . . with open ends to 
permit punching any size paper. The 
Model 16-D Binder handles plastic bind- 
ing from 3/16” to 1%” thick. You can 
get a complete manual of plastic bind- 
ing ideas by writing to GBC at the above 


address. 


() “PHOTOFLASHES” is the name of 
a new bi-monthly magazine for photo- 
lamp dealers . . . published by the Gen- 
eral Electric Co.’s Photo Lamp Dept. 
Designed for the photo trade, it’s a slick, 
pocket-size job . . . filled with merchan- 
dising news and ideas to help drug, 
camera and department stores sell more 
photo flashbulbs. First issue contained 
good picture stories on G.E.’s phono- 
graph record album premiums, how teen- 
age parties stimulate flash picture taking, 
etc. Photoflash should be a welcomed 
addition to the fast-growing photographic 
supply ">usiness. 
= 
eee 

- H. S. CROCKER, INC., San Bruno, 
Calif., color lithographers, hit the jackpot 
in the 7th Annual Lithographic Awards 
Competition . . . sponsored by the Lithog- 
raphers National Assn. Crocker took no 
less than ten awards in the contest . . . in- 
cluding three series of postcards for 
Pennzoil Co., the City of New Orleans 
and Disneyland. The company also took 
first place awards for their own promo- 
tions . . . a 1956 calendar, an art print 
and a series of monthly diaries. The an- 
nual LNA competition drew a total of 
2,496 entries. 270 winning entries will 
be displayed in major cities throughout 
the rest of the year. 


eee 


PUSH-BUTTON SELLING is the 
theme of a livewire promotion created by 


the John Wood Company’s Heater & | 


MAY, 1957 13) 


neenah says... 
your letterhead 

is right only when 
it fits your 


company... 


Good design and good intentions 
are not enough. Your letterhead 
must be appropriate for your 
firm and represent it in such a 
way that... but why go on? The 
full story is in the second series 
of ““The Right Letterhead for 
You.” Ask your printer for your 
free copy. Then put your 
knowledge of your company 
into your letterhead. 


BUSINESS PAPERS 
‘SYWCE 


neenah paper company 


A DIVISION OF KIMBERLY-CLARK CORPORATION 


neenah, wisconsin 
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Tank Div., Conshohocken, Pa. The water 
heater and heating equipment sales drive 
is designed to make it as easy as possible 
for wholesalers, plumbers and dealers. 
The factory will create local selling pro- 
grams custom-made to fit cooperating 
wholesalers’ local conditions. Promotion 
crews will analyze key areas, setting up 
advertising and sales programs for whole- 
salers, plumbers and dealers. A “Push- 
Button Sales Aid Kit” will be specially 
prepared .. . to include imprinted letter- 
heads, sales letters, folders, and a raft 
of other push button promotion ma- 
terial. The whole plan will be focused on 
freeing wholesalers, plumbers and dealers 
of details . . . so they can concentrate on 
“active selling.” 

") DOUBLE LASTING LIFE is claimed 
for a new line of fluorescent papers called 
Sun-Tested Velva-Glo. The brilliant sheets 
will retain their brightness a minimum of 


60 days when exposed to direct sunlight 
on a vertical plane. The dazzling papers 
come in pink, chartreuse, orange, red, 
orange-yellow, blue, green, etc. You can 
get samples by writing to Radiant Color 
Co., 830 Isabella St., Oakland 7, Calif. 


eee 


HOW TO USE FORM PARA- 
GRAPHS for routine correspondence is 
detailed in a new color folder . . . avail- 
able from American Automatic Type- 
writer Co. It explains how you can com- 
pile pre-composed paragraphs, injecting 
them with personally dictated segments 
... for fast inquiry-answering on an Auto- 
Typist machine. Also shows many models 
of the Auto Typist, telling the many jobs 
they can do. You can get a copy of this 
interesting guide to push-button typing by 
writing to AAT at 2323 N. Pulaski Rd., 
Chicago 39, Ill. 


What are you doing about 


that FREE white space on 
your envelopes.......? 


The power of an ‘‘open me up and see what I've got for you"’ message on 
mailing envelopes is well established. The extra power of color on your 
envelope has been proven. And now, through the economy of gang-runs, 
you can use the free white space on your envelopes to tell a story in full 


color process . . 


. quality color. Use the coupon to request free samples 


and full details on prize-winning Picto-Chrome* Envelopes. 


r GET FULL DETAILS oe 


| COLORTONE PRESS 


2412-24 17th St., N.W., Washington 9, D. C. 
Please send details and FREE SAMPLES of full-color 


Picto-Chrome envelopes to 


FIRM 


ADDRESS 


PICTO-CHROME* offers you 


4-color process zt 10 Envelopes 
| Substance 24— White Wove 
4-color process Letterheads 
Substance 20—Mead Bond 


| 100M of both only $16.85M 


*Reg. US. Pot. OF 


[] A NEW TRADEMARK CHARAC- 
TER has been created for Rising Paper 
which will appear in all 
“The 


Little Printer” character was originally 


Company ... 
their advertising and promotion. 


and appropriately produced from Rising 
stock . by noted artist and paper 
sculptor Jerome Kuhl. The cut-out “Ris- 
ing ambassador of good will” is shown 
here .. . as he was introduced by Rising 
Paper Co. president Fred E. May in a 
a display at the recent NPTA Conven- 
tion in New York. The display, which 
premiered “The Little Printer” in the 
colorful setting of a cut-out printing 
press and paper skid, will be exhibited 
by the company’s well-known merchants 
all over the country . . . giving the per- 
sonal-appearance build-up to a “Rising 
young star.” 


on envelope 


FERD NAUHEIM 


COLORTON E pruss 
ee 2412-24 17TH ST., N.W. © WASHINGTON 9, D.C. 
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1 IF YOU’RE PLANNING ON EX- 
HIBITING at a trade show in New 


York’s Coliseum, you may be interested | 


in a new syndicated promotion piece . . . 
available from the Robert Twain Pub- 
lishing Co., 10 E. 40th St., New York 
16, N. Y. It’s a colorful Guide to Dining 


in the Coliseum Area . . . featuring a | 


map and listing of the best restaurants 
and hotels within walking distance of 
the Coliseum. The unsolicited listings are 
classified by price range, nationality, spe- 
cialty and atmosphere. With a liberal 
space for an imprinted advertising mes- 
sage, the Guide makes a good booth give- 
away or pre-show mailing piece. You 
can get a sample and prices by writing 
to Twain at the above address. 


17) 


installing a punch card list, addressing 
or data processing system .. . you can 
get help in planning your application 
from International Business Machines 
Corp. I.B.M. has appointed Kent V. 
Faulkner, former Jamestown, N.Y. 
branch manager, as special representa- 
tive in the publications department. His 
job will be to coordinate sales activities 
and planning of applications to meet 
the needs of direct mail users, magazine 
and newspaper publishers, etc. He'll also 


conduct classes for customer personnel | 


. to keep them abreast of new ma- 
chine techniques in the publishing field. 
(This is particularly good news for any- 
one who might want to adapt the I.B.M. 
system outlined on page 26 of this 


issue. You can write to Faulkner at 590 | 


Madison Ave., New York 22, N. Y. 


[) ONE OF THE BEST DESCRIP- 
TIONS of direct advertising we have 
ever read is contained in a 20-page, 10” 
x8” booklet recently issued by Harry 
Schneiderman, Inc. (advertising), 141 W. 
Jackson Blvd., Chicago 4, Ill. Vice presi- 
dent of the organization is George Cul- 
linan, a member of the board of directors 
of the DMAA. Booklet is titled Direct 
Advertising—Fastest Growing Medium of 
all—A Study in Measured Selling. It may 
be that this prospectus represents a new 
conception of direct advertising. In it, 
authors Schneiderman and Cullinan take 
the position that direct mail is only a 
part of a larger and more important 
medium, called “direct advertising,” which 
may have many ramifications other than 


simple dispatch through the mail. Can- | 


not be explained in a few words, so we 
recommend a careful reading of the en- 
tire booklet, which is available free on 
request. 
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1) LB.M. HELP: If you're thinking of 


Yes, “BETTER PAPERS ARE 
MADE WITH COTTON FIBER" 
And WESTON BOND proves it 


Because it is made better with cotton fiber, WESTON 
BOND has all the beauty of finish, all the impressive- 
ness and character you look for in a letterhead paper. 
Against the sparkling brightness and uniform texture 
of WESTON BOND, typing looks neater, cleaner... 
letters look more inviting, easier to read. See for your- 
self the difference cotton fiber can make. Ask your 
rinter to use WESTON BOND on your next lot of 
etterheads. 
WESTON BOND is available through your favorite 
ey: in white, colors, white opaque, white litho 
nish and envelopes to match with instant sealing flap 
gum. Write for a sample book. Address Dept. DM 


BYRON WESTON COMPANY 
Makers of Papers for Business Records Since 1863 


DALTON, MASSACHUSETTS 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 
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*“direct mail 
works 
forus 


...and one of the reasons 
is because we got to know 
our printer better.”’ 


The success of a direct mail program begins at 
the planning stage. Good advertising men like 
Charles S. Downs find that at this point it 
pays to call in the man who knows best how to 
put an attractive showcase around fresh ideas. 
He’s your printer. 

Today’s printer is more than a craftsman. He’s 
an idea man, too, and an expert in helping you 
find the most attractive and effective way to 
present selling ideas economically. He’s a happy 
combination of ideas, service and skill. And to 
help your direct mail programs succeed, this 
combination is yours for the asking. 

You'll like working closely with your printer, 
lithographer or screen processor. We know 
because we’ve done it for years in bringing them 
the quality papers they need to serve you best 
—the most complete line in the world! 


The Mead Corporation, Dayton 2, Ohio. 


Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, 
Ohio New York * Chicago Boston Philadelphia Atlanta 


CHARLES S. DOWNS 


Vice President and Director 

of Public Relations and Advertising 
Abbott Laboratories 

North Chicago, Illinois 
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Direct Mail 


BATTLEGROUND 


A Report on the Postal Problem 


by Henry Hoke Sr. 


bbe BIG STORY of the past month 
was, of course, the threat made 
by Postmaster General Summerfield 
to place an embargo on third class 
mail, effective April 29. Many peo- 
ple connected with large-scale direct 
mail operations thought of nothing 
else for a period of two weeks. 

The immediate danger is over. 
Summerfield blackjacked the Con- 
gress into giving him most of his 
deficiency appropriation. Direct 
mailers, who had many programs in 
the works and who had the pants 
scared off them can breathe 
easier. Can they? The cutbacks and 
the embargo have been canceled. 
Summerfield is strutting proudly... 
and will be more cocky than ever in 
pressing his demands for increased 
rates. That is the real battleground. 
The fuss stirred up by Summerfield 
may have lasting effects. Not too 
bad for direct mail. 

For many years, a lot of us have 
been trying to get across to Congress 
and the public that the Post Office 
“deficit” figures were and are phony. 
This battle of cutbacks and embargo 
threats brought the whole mess out 
in the open. It was front page stuff 
for all the newspapers in the country. 
Subject for editorials in most papers. 
At last . . . the newspapers saw the 
light and told the truth. For the 
first time . . . the newspapers printed 
in detail lists of all the public service 
functions of the Post Office. Most of 
those listings originated in The Re- 
porter years ago . . . free mail for 
the blind, rural free delivery, non- 
profitable but necessary third and 
fourth class offices, flags for veterans’ 
funerals, registration of aliens, cus- 
todian of federal offices, purveyor of 
migratory bird stamps, and whatnot, 
amounting in cost to many hundreds 
of million dollars. 

All that is now out in the open. 
Summerfield’s charts of Post Office 
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“deficits,” which he nervously but 
proudly showed on his television ap- 
pearance April 7, are now shown up 
as completely and definitely phony. In 
analyzing rate structures in the fu- 
ture . . . members of the Congress 
will surely want to know more about 
all the public service items and/or 
what the “deficit” really is. 

There is one point in all this mess 
which should be clarified. Very few 
people realize that the Post Office 
has the screwiest bookkeeping system 
in the world. Even some officers of 
the Budget Bureau didn’t know that 
the Post Office cannot spend the 
money it collects from you for post- 
age. I learned that years ago when 
I sat beside the desk of now-retired 
Nelson Wentzel, then Deputy Third 
Assistant Postmaster General. We 
were going over some papers when 
a clerk brought a batch of checks to 
be signed. I couldn’t help noticing 
the amount on the first one. Some- 
thing over thirteen million dollars. 
I asked Nelson if he didn’t get nerv- 
ous signing for that much and why 
was he signing. He said, “That's 
nothing, look at this one.” It was for 
a hundred and sixty-eight million 
plus. He explained how the Post 
Office paid every cent it collected to 
the Treasury Department at periodic 
intervals. Then, the Post Office had 
to operate on the total appropriation 
fixed by Congress a year in advance, 
and alli bills are paid by the Treasury 
out of appropriation. 


Many Printing Orders Held Up 


The “deficit” Summerfield talks 
about is the difference between the 
total appropriation and the amount of 
money collected by the Post Office 
and turned over to the Treasury. If 
Congress should fix an amount in 
the annual appropriation to cover all 


free services and subsidies (just as it 
does for all other government de- 
partments), there wouldn’t be this 
annual squawking over “deficits.” 
The whole mess is involved in nearly 
ununderstandable bookkeeping. May- 
be the public has a better understand- 
ing now, after the front page pub- 
licity, but I doubt it. 

What happens now Harry Magin- 
nis, on behalf of the Associated Third 
Class Mail Users, filed an action in 
federal court asking for a restraining 
order against Summerfield’s threat- 
ened embargo of third class mail. 
It challenged Summerfield’s power 
under the Constitution to bar or 
eliminate any class of mail established 
and priced by the Congress. Sum- 
merfield claimed, on television and 
in press statements, that his attorney, 
the Solicitor General, had ruled he 
had the legal right to eliminate third 
class mail. Friends of ours, who 
interviewed many attorneys around 
Washington, could not find one who 
agreed with Summerfield’s attorney. 


The argument should be settled 
once and for all. The immediate 
danger may be over . . . but what's 
to prevent another similar screwball 
decision in the future? If the PMG 
has the legal right to throw out third 
class mail on a personal whim and 
with the scratch of a pen, what's to 
prevent him from getting mad at 
the press . . . and banning second 
class mail? Even a temporary halt 
could cause nationwide havoc. 


The threat of an embargo on third 
class caused havoc in the printing 
industry and among direct mail users 
galore. Printing orders were held 
up, some jobs canceled, advertising 
plans were disrupted. No one will 
ever know how much money damage 
was caused during the three weeks 
of confusion. We don’t want it to 
happen again ever. We can’t expect 


\ 
at 
be 
& 
pty 
| 
= 
x 


Direct Mail Battleground . . . 


much sympathy from the automobile 
dealer from Flint. He hasn’t been 
too friendly to direct mail, although 
supposed to be a businessman. He 
said on television that he decided to 
eliminate third class because it would 
affect the least amount of people. 
??? His deputy, Stans, expressed 
the hope that higher postage rates 
would considerably reduce the vol- 
ume of third class mail. So there 
you are. 

The two top officials seem to have 
no intimate knowledge of what direct 
mail is or how it is used by nearly 
every business. What about the 
monthly house magazines issued by 
about 6,000 businesses? What about 
the product literature so necessary in 
every industrial concern? The annual 
reports the selling literature 
which keeps the wheels of industry, 
finance and services spinning? Is this 
“junk mail?” 


Continue Legal Action 


| hope Harry Maginnis can find 
some way to continue his federal 
court action, even though the em- 
bargo has been canceled. Some legal 
authority should rule definitely wheth- 
er Summerfield, or any other future 
PMG, can elect to ruin the printing 
industry and the American economy. 
Every person connected with direct 
mail should support the herculean 
efforts of Maginnis and his Associa- 
ted Third Class Mail User-. Every 
reader of The Reporter should ob- 
tain from Harry Maginnis (1406 G 
Street, N. W., Washington 5, D. C.) 
a transcript of his statement before 
the House Post Office Committee. 
It’s the best-yet analysis of the reason 
for and the place of third class (direct 
mail). Also try to get a copy of the 
short, fact-filled statement of Edward 
C. Smith of National Wholesale Com- 
pany, Inc., Lexington, N. C. Wonder- 
ful. 


About Mr. Summerfield 


Also get from Maginnis the state- 
ment made by Senator Olin D. John- 
ston, before allowing Summerfield to 
testify at the Senate hearings on a 
postal policy. He outlined how his 
committee is trying to determine a 
postal policy before attempting to 
fix rates; how the Advisory Commit- 


tee had worked on such a policy. He 
concluded with these vitriolic re- 
marks: 


“Unfortunately, it appears that the 
Postmaster General has a completely 
closed mind on any recommendations on 
Postal Policy made by Congress. I have 
not read the testimony he will present 
teday but he has already made it plain 
that he does not believe we have acted 
in zood faith. He has taken the position 
that our effort to arrive at a postal policy 
is merely a stalling device. He has con- 
demned the report of our Advisory Coun- 
cil with an assortment of strong adjec- 
tives. So anxious was he to prevent the 
Council’s recommendations from being 
adjudged on their merits that he rushed 
out a press release 24 hours in advance 
of the report to which he was replying. 
In order to do so, he broke the under- 
standing under which he was furnished 
an advance copy of the report. I do not 
consider this kind of conduct becoming 
to a Member of the Cabinet or anyone 
else. 

“Under these circumstances, I don't 
think he can render an objective report 
here today. Apparently, his only solution 
to the problems of the Post Office is to 
continue to insist that an additional tax 
burden be placed on the already over- 
taxed citizens of this country. Although 
the law he is sworn to uphold says he 
administers the policy set by Congress, it 
is obvious he wants to make his own 
policy. He has had the effrontery to 
impugn the motives of the seven public- 
spirited citizens who served without com- 
pensation on our Advisory Council. I 
shall not dignify that charge with an- 
swer. 

“Since it is apparent that the Post- 
master General has prejudged this matter 
and is not willing to engage in a construc- 
tive effort to establish a basic policy for 
the postal service, | dowbt that anything 
will be gained by his testimony. How- 
ever, as a matter of courtesy, I believe 
we should permit the Postmaster General 
to put his views on the record.” 


So that is how Summerfield stands 
with the Senate committee. His tact- 
less and disrespectful attitude as a 
cabinet member may have cooked his 
goose beyond repair. 

Watching the newspapers, and the 
mail, I've been proud of the way a lot 
of direct mail people jumped into the 
emergency. Nothing like a good crises 
to bring out loyalties. 

Many DMAA people around the 
country furnished their local news- 
papers with ammunition for editori- 
als. Many, such as Herman Herst of 
Shrub Oak, N. Y., wrote letters to 
the editor (which were printed). 
Harry Volk, Jr., of Atlantic City, 
N. J., induced twelve other local 
business concerns to pay for a co- 


operative full-page ad in the April 7 
Atlantic City Press. Told the whole 
story of “public service” versus “def- 
icit” effectively. Copies were sent to 
advertising managers of all news- 
papers, suggesting they contact local 
printers and lettershops to underwrite 
similar page insertions in local papers. 
That would help in getting the word 
spread. 


MASA Members Active 


The Mail Advertising Service Assn. 
and G&H group have been extremely 
active in getting members and their 
employees to bombard Congress, pro- 
testing against Summerfield’s em- 
bargo against their livelihood. 

Following my appearance before 
the Southern Graphic Arts Assn. con- 
vention in Mobile, Ala., their board 
of directors took prompt action. The 
association itself, plus individual 
members, such as Tom Morgan of 
Columbus, Ga., and Harold Braun 
of Fetter Printing Co., Louisville, 
Ky., bombarded Congress and the 
Post Office with telegrams, letters 
and petitions. Individual printers 
and lettershops, such as Earl Sam- 
uelson of Chicago and Nelson Me- 
Donald of Columbia, S. C., did ef- 
fective work in circularizing cus- 
tomers and writing to congressmen. 
In other words . . . Summerfield 
wasn't the only fighter in this direct 
mail battleground. He was and is 
being opposed by more people than he 
possibly imagined, when he callously 
said, “Third class elimination would 
affect the least amount of people.” 


Some Publicity Favorable 


The worst part of the recent battle 
involved some of the “letters to the 
editor.” They showed that many peo- 
ple fell for the “junk mail” campaign 
of several years ago. They want this 
mail eliminated and are willing to 
pay higher rates. Some postal em- 
ployees didn’t do the cause any good 
. . « by talking too much. A post 
office superintendent in Quincy, Mass., 
gave a statement to the press, claim- 
ing that “junk mail” was causing all 
their headaches. Much unfavorable 
publicity resulted. 

But the favorable publicity out- 
balanced the unfavorable. The New 
York Times on April 15 devoted an 
entire page for describing the public 
service features of the Post Office; 

(Continued on Page 44) 
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here is a comprehensive COLOR GUIDE offering 
56 different ink color combinations for all 14 Wood- 
bine Enamel Colors, as created and tested by the 


famous color stylist, Faber Birren. 
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This shows a typical 
page in the Woodbine 
Ink Color Guide. 


{Unite for this Ink Guide Demonstrator 


which contains printed specimens to aid you 
in selecting the most effective and pleasing 
ink color combinations to use with each of the 


14 Woodbine Colored Enamels. Please make 


request on your business letterhead. 
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A FEW MONTHS FROM NOW, Amer- 
ica will be bombarded with one 
of the largest concentrated automotive 
advertising campaigns of all time. 
More than $250,000,000 will be in- 
vested in manufacturing and market- 
ing what promises to be one of the 
most spectacular events in automobile 
history. 

The big event will be Ford Motor 
Company's entry into the medium- 
priced car market . . . with an en- 
tirely new and dramatic line of cars 
called — The Edsel. 

Until the new line is unveiled this 
Fall, details of Edsel’s engineering, 
design, styling and marketing strat- 
egy are being kept under tight wraps 
as one of Detroit’s most closely- 
guarded secrets. While the actual 
advertising and promotion approach 
remains shrouded in mystery until re- 
leased, it’s no secret that Ford is stock- 
piling a massive and dynamic Edsel 
campaign . . . which Motor City in- 
siders predict will become the talk 
of the nation. 

In Chicago advertising circles, it 
has already scored a tremendous im- 
pact. It was there, at 4th Annual 
Chicago Direct Mail Day, April 3rd, 
that the problem of promoting and 
selling the Edsel was spotlighted and 
analyzed producing some cre- 
ative excitement rarely seen on most 
direct mail programs. 

After a top-notch morning Direct 


Here are some of the many workers who helped 
make Annual Chicago Direct Mail Day a rousing 
success: Ed Pittenger (seated, left), Co-Sponsor- 
ship; Giles McCollum, Attendance Promotion; Os- 
car Palmquist, Co-Chairman; Robert Stone, Presi- 
dent of Mail Advertising Club of Chicago; Marnell 
O’Brien, Arrangements; George Collins, Program 
(back row, left) Charles $. Downs, panel moder- 
ator, George F. McKiernan, Sr., Finance and Rhys 
M. Jones, Publicity. Annual Chicago Direct Mail 
Day is sponsored by the Mail Advertising Club of 
Chicago in cooperation with 17 other advertising 


organizations. 


A new twist to brainstorming innovation scored a big hit at Chicago Direct 
Mail Day . . . as two panels of experts tackled a tough promotion problem. 
Instead of just piling up verbal ideas, they created complete campaigns to 


answer the question .. . 


Mail Day program*, more than 650 
direct mail users and creators filled 
the Hotel Morrison’s Terrace Casino 
to hear the inside story of the Edsel 
automobile from featured luncheon 
speaker Eldon E. Fox. As the man 
charged with the responsibility of di- 
recting the advertising program for 
the Edsel Division of Ford Motor 
Company, Mr. Fox guides the purse 
strings of one of advertising’s biggest 
budgets. Although his luncheon talk 
didn’t reveal any inside dope on 
exactly how Ford planned to spend 
their Edsel campaign cash, Mr. Fox 
did thoroughly answer the question 
“why.” He explained why, with the 
Edsel, Ford Motor Company is Start- 
ing From Scratch to create “a new 
motor car personality” ... and launch 
“a new business.” And he outlined 
some specific jobs Edsel advertising 
will be required to do. 

He said that Edsel advertising 
must assist in securing dealers; in- 
dicate where dealers are located; help 
provide meaning to the identifying 
dealership symbols and signs; help 
demonstrate the solidarity and worth 
of the dealer. He said the advertis- 
ing must introduce the car nationally 


* Morning speakers: Wesley I. Nunn, Standard 
‘! of Indiana (DM General Chairman and Key- 
mote speaker); Robert P. Palmer, Kemper In- 
surance Group; Arthur E. Thode, Allis-Chalmers 
Manufacturing Co. and W. Van Atta, Sears 
Book Clubs 


HOW TO SELL THE EDSEL? 


and simultaneously; position the car 
both from the standpoint of price 
and also its social values; explain the 
car; sell the car so that you will go 
buy it at your Edsel dealership. 


A Program Innovation 


The Eldon Fox background left a 
perfect setting for Chicago Direct 
Mail Day’s afternoon session .. . an 
exciting program innovation cooked 
up by Program Committee chairman 
George Collins of Encyclopaedia 
Britannica: 

His Program Committee recruited 
two panels of top-flight experts .. . 
to tackle the big problem: “How to 
use direct mail to promote the new 
Edsel automobile to the public.” But 
instead of merely brainstorming it 
on-stage to pile up verbal ideas, both 
panels were given the task of bringing 
a tangible program to the rostrum 
and presenting it to the audience. 

Working weeks in advance as two 
independent creative teams, each 
panel came up with a concrete plan, 
copy ideas and comprehensive lay- 
outs for a campaign they thought 
would best answer the question: “How 
To Sell Edsel?” 

Although we'll all have to wait for 
Ford’s real Edsel campaign, the next 
few pages wiil show you the approach 
Chicago Direct Mail Day’s panel ex- 
perts would take. 
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Campaign Planning: Robert De Lay, account service staff, Waldie & Briggs, 
Inc. and Edwin Slocum, sales promotion manager, Advertising Publico- 


tions, Inc. 


Copy: Fay Tondu, creative director, Lemage Mailing Service Company 
and Robert Peck, vice president, The Vanden Company. 


Art & Design: Stu Thompson, Grant-Jacoby Studios. 


IN PLANNING OUR EDSEL CAMPAIGN, we 
tried to give our creative people on 
this panel the overall thinking and 
objectives behind the campaign as- 
signment . as you will note from 
this memorandum: 

“ro: Copy and Art Directors 
FROM: Plans and Marketing Board 

As you know, current automobile 
marketing methods revolve around a 
central retail showroom at which the 
product and salesmen are located . . . 
and advertising media of all types are 
used to attract customers to the show- 
room. The merits of this marketing 
method are many, and all will be ex- 
ploited to the fullest in introducing 
the new Edsel. 

But to firmly establish this first 
mass produced car introduced to the 
public in the last 19 years . . . to 
generate sales and profits quickly and 
maintain their upward trend in this 
highly competitive market . . . a new 
selling operation is needed that will 
supplement the conventional market- 
ing method. 

We need a sales operation that will 


bring automobile salesmanship to the 
consumer, so that we are not entirely 
dependent upon the consumer coming 
to us. We need a sales operation that 
will entail salesmen calling upon pros- 
pects and buyers, as is customary and 
profitable in other fields. We need a 
sales operation that will help drama- 
tize the new Edsel . . . not only in the 
dealer’s flower-decked showroom, but 
in the consumer’s own environment. 
We propose to bring the automo- 
bile, the salesman, and auto salesman- 
ship back to the consumer’s front 
door. We plan this not as a one-shot 
deal . . . but as a repeated procedure. 
We feel that we have a great sales po- 
tential in bringing the automobile 
back to the automobile buyer. We feel 
this has been a major weakness in au- 
tomobile selling for many years . . . 
and that the shock of having the sales- 
man call on his customers will result 
not only in direct sales impact, but 
will make it clearly apparent that 
this automobile is here to stay. We 
want to make it very apparent that 
we're interested in individual sales . . . 
(Continued on Page 24) 


PROMOTION TO THE DEALER 


Instead of the all-too-familiar “dealer plans 
book,” Panel One attempted to tantalize the 
dealer with a series of single “How To” 
booklets . . . covering all phases of the in- 
troductory campaign. Arriving at three-day 
intervals, these colorful booklets would in- 
clude: 

1) Reproductions of all introductory direct 
mail prepared by the factory, telling dealers 
how to set up a proper mailing list, etc.; 2) 
How the dealer should go about setting up 
“neighborhood premieres” — and why; 3) 
How to organize parades, beauty contests, 
block parties, and arrange for radio and TV 
interviews, etc.; 4) How to develop a “year- 
round” program . . . explaining the factory's 
role and the dealer's responsibility for con- 
tinvity. 


telegram. 


SATURATION PROMOTION TO 

THE DEALER’S MARKET 

1. Panel One felt a teaser campaign was ideally suited for 
the “saturation” of each dealer's complete market area. Ac- 
cordingly . . . on “E” Day minus 10, every prospect would re- 
ceive this simple post card. 

2. On “E” Day minus 7, every prospect would receive this giant 


3. On “E” Day minus 4, this large piece (mailed in an envelope) 
would reach every prospect . . . followed by a similar piece 
two days later which read: “Tried to keep this under wraps, 
but the secret’s out. I'll be at 6th & Main all day Saturday. 
Bring your family so you can all see E . . . will keep in touch. 
Regards, Ed.” 

4. Finally, on “E” Day minus 1, this over-sized, tell-all piece 
would arrive at every home in the dealer's market area. 
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and we're perfectly willing to bring 
the car and the salesmen to the pros- 
pect as a matter of natural sales 
procedure. 

The success of this operation de- 
pends to a large extent upon selec- 
tivity of the right audience, personali- 
zation and contact of the follow-up. 
Therefore, we would like you to 
prepare a direct mail campaign that 
will accomplish the following four 
objectives: 


Panel Two came up with a glamorous 
consumer campaign which places heavy 
emphasis on Edsel’s advanced planning, 
design, styling and many other luxury 
features. Using the Edsel “E” as a steadi- 
ly-building symbol of identity, their pro- 
2. Inform the addressee -and this is the gram called fer @ series of four high-im- 
central theme of the entire campaign oa: : . 
that the new Edsel will be in his immediate pact mailings . . . aimed at prospects in 


neighborhood for his personal preview at the mass-class market. 
a specified time, date and place. By this, 
we do not mean at a neighborhood show- 
room, nor even a portable exhibit. We 
mean to show the Edsel on the street with- 
in easy walking distance of the recipient's 
home. 


1. Build interest and curiosity in the new 
car coming to the American public. 


3. Introduce the new Edsel dealer to the 


local community and establish his name 1. The first mailing would be an unusual four-fold teaser. . . 

and location. beautifully designed in four rich colors. Each successive fold 
. . . 

4. Provide salesmen with follow-up contact would contain a die-cut shape which permitted the Edsel “E” on 

with those who did not get to see the new the inside to show through . . . keeping it paramount throughout 

Edsel during personal-preview week. the entire reading of the folder. 


2. The second mailing, designed in the same format as the first, 
would contain a gilt-edge invitation for a test-drive demonstra- 
tion of the Edsel. Here again, each of the four folds would be 
die-cut . . . so the Edsel “E” inside would show through, becoming 


While execution of the campaign is 
in your hands, here are some basic 
sales points to be incorporated in the 
campaign and some suggestions for 


i i i i ical tie-in phrases on each 
y sonsideration : an integral part of the entire copy. Typica p 
sep ecw cosa sagen ear as being in panel would include “Your invitation to sEe . . . Latest, Greatest, 
the medium priced field. We suggest The only nEw car of ‘58 . . . The Edsel, etc. 


this start off as a teaser campaign with 
emphasis on establishing the hood 
ornament “E”. We suggest following 
Ford’s preliminary plans on color by 
using white on “Edsel Green” . . . so 
it ties in with campaigns in other 
media. We suggest capitalizing on the 
“new”, plus such phrases as “ten 
years in the making”, “Road tested 
more than any other car”, etc. Play 
up the fact that new features are com- 
ing with the Edsel, that it has a dis- 
tinct personality which will be recog- 
nized everywhere. 

The direct mail pieces pertaining 
to neighborhood previews should 
have space left blank for time, date. 
place which individual dealers will 


3. Mailing number three would be a colorful, giant-sized post- 
in ick : : card . . . with the address side carrying eye-catching illustration 

to highlight a list of Edsel adjectives . . . each beginning with E 

(“Exciting, Exclusive, Exquisite, Enjoyable, Easy, etc.”). 


staged on a week-end to take advan- 
tage of men being home. 

neighborhood previews, the 
salesmen will make appointments with 
individual families for a time when 
he will return to give them personal 
demonstration drives during the fol- 
lowing and succeeding weeks. 

We want this salesman back in the 
neighborhood again and again. We 
want him to not only show a new car 
. . » but to demonstrate it and give 
prospects a chance to drive it! @ 
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EDSEL CAMPAIGN! 


Left to Right 
Campaign Planning: John Maynard, presi- 
dent, Fulton Morrissey Advertising and B. G. 
Pomfret, industrial advertising manager, 
Kaiser Aluminum & Chemical, Inc. 

Copy: Gerard Curtin, promotion manager, En- 
cyclopaedia Britannica Press and Leo P. Bott, 
Jr., lwo Bott Advertising. 

Art & Design: Frank Rasmussen, Magill Wein- 
sheimer Company. 


ALL ARE ON THE 


4. Finally . . . a gigantic 35” x 40” full-color 


broadside would be sent to only the most influen- 
tial, blue-chip prospects in any given neighbor- 
hood. This king-sized spectacular would be de- 
signed to bring the Edsel, in print, right into the 
recipient's livingroom . . 


. via life-size photograph 


of new car. It was estimated that this mailing 
would cost about 35c per piece. But it was also 
calculated that the investment would be well 
worth it... because such a dynamic piece would 
be shown to neighbors and other visitors in the 
prospect’s home. Perhaps 15 to 20 impressions 
per broadside. 
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HOW A 


MECHANIZED PUNCH CARD|SYSTEM 
CAN HELP FUND RAISING 


N OUR FUND RAISING EFFORT we 

know we must get closer and 
closer to the good people on our list, 
using a more personal approach; 
whereas business houses must gen- 
erally use mass-approach methods. 
Their favorable replies are very low, 
much lower than ours . . . normally 
from 1% to 3% (and only sometimes 
higher). We fund raisers will nor- 
mally get at least a 10% reply on 
our contributor’s list (sometimes 
25%, even 50% and more). 

This means we have a different 
and more complex office and file 
problem. We have much more file 
action as a result of the greater 
number of replies. We have much 
more work separating the “paids” 
from the “non-paids” . . . or mark- 
ing them in some way in preparation 
for the important scheduled follow- 
ups. This consistent greater number 
of replies is the key difference in 
office problems between us and com- 
mercial companies. If we have a sim- 
ple card system (or plate system with 
or without a card file) our file action 
is greatly slowed up because of 
greater incoming mail (not to men- 
tion the greater expense involved). 

It was for this reason that about 
seven years ago here at Mother of 
the Savior Seminary we started ex- 
perimenting to develop a_problem- 
solving punch card system. We are 
still pioneering . . . but over the 
years we have found that the mech- 
anized, personalized system shown 
on these pages has helped our fund 
raising operation tremendously. In 
the camouflaged 1.B.M. card Contri- 
bution Blank explained here, we have 
a special and wonderfully complete 
medium . for the entire cycle of 
office procedure. We have found it 
most successful in eliminating the 
costly element of human error. 

If you are a fund raiser with suffi- 
cient volume of mailings through the 


by (Rev.) Bede Friedrich 


Former Director 
“Apostolate to Save Vocations” 
Mother of the Savior Seminary 

Blackwood, New Jersey 


year, an adaption of the punch card 
system for your own operation can 
prove to be well worth the invest- 
ment. In addition to the distinct ad- 
vantages listed elsewhere in_ this 
article, here is a brief outline of 
some of the things we have found 
through our mechanized mailings... 
and what you might expect with your 
own similar system: 


Economic & Presentable Addressing: 
You address the 1.B.M. printed Con- 
tribution Blank, using the Account- 
ing Tabulating Machine (obtaining 
a clear typewritten address) at the 
rate of 1200 to 1800 per hour. In 
our office, we usually pre-address all 
follow-ups of the selected list before 
the campaign and the busy season 
begins, using up all idle machine time 
months in advance. Then, before each 
follow-up mailing date, we machine- 
pull all previous “nixies” and favor- 
able replies from the respective pre- 
addressed list. This pulling is done at 
the rate of LOM to 14M per hour. 
Previous to our 1.B.M. installation, 
we had used typewritten addresses 
for all campaigns, and at another 
time we had used plates for a part 
of the list. When we changed over 
entirely to I.B.M., the saving and 
efficiency achieved was beyond all 
expectation . . . not to speak of new 
features and approaches learned. We 
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could give full reign to our imagina- 
tion, now unhampered by slow and 
inaccurate manual and visual pro- 
cedures. 


Personal Selection by Any Quantity: 
You all know how valuable and nec- 
essary a more direct approach is in 
fund raising. By Collator you can 
select from your list, at the rate of 
10M to 14M an hour, almost any 
type of a contributor with a dozen 
or more specifications and exclusions. 
You may want women only, or $5 or 
$25 contributors, or/and contributors 
who consistently respond to a par- 
ticular seasonal approach, or you may 
want Membership types. 

You can tell the machine to exclude 
from a selected group such as have 
just donated within a specified re- 
cent period, and to exclude such as 
are already paying on a pledge or 
have written you that they are not 
to be approached with that campaign 
at that particular season. This saves 
money and increases revenues. 


Fast File Action: Prior to our 1.B.M. 
days, we needed some 25 clerks just 
for posting and recording and to 
prepare the files for the follow-ups. 
Now we need only one file clerk, 
mostly for emergency look-ups. The 
saving in file costs, including ma- 
chine rental costs, were very great. 


Reporter's 


Note: The streamlined punch card 


system 


described here by Rev. Bede Friedrich is the result of 


his many yeors of experimenting . . . 


while director of 


fund raising for Mother of the Savior Seminary (both in 
Wisconsin and Blackwood, N. J.). Rev. Friedrich, who is now 


treasurer of the Devine Savior $ 


y int 


Mary- 


land, first introduced his use of mechanized mailings to 
fund raisers at DMAA 1955 Convention in Chicago . . . 
which we've been holding for this feature treatment. If 
you are faced with problems of volume addressing, tabula- 
tion, record keeping and follow-up, this is must reading. 
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We use one punch card for name and ad- 
dress . . . with plenty of room for any additional 
punched basic data. 


here is the mechanized a 
fund raising system 
we have found works best 


A second card contains 
punched codes showing types, 
amounts and dates of donations 
received. This card permits use 
of 960 punches referring to facts, 
figures, letters, numbers and 
ideas. Through one punched 
code, this card is inseparable 
from card Number 1. 


Our basic adaption consists of an attractively 
designed |.B.M. card used as the customary Con- 
tribution Blank. Addressed by the 1.B.M. Account- 

4 . ing Machine, this Contribution Blank is also punch 
4, eo coded to positively identify the account when the 
card is returned with the contribution. It is also 
punched to record date of campaign, list used 
and respective tests we might be making. 


The 1.B.M. card Contribution Blank is mailed 
in a window envelope . . . avoiding a double ad- 
dressing task. In more than 99% of the cases, 
we receive back our identified Contribution 
Blank . . . avoiding deciphering and identification 
problems. 


BS Sed A Sorter puts the Contribution Blanks into 


Incoming Contribution Blanks and their re- 
spective contributions are separated into $1, $2, 
$5, $10, $25 groups. These groups are kept sep- 
arate while the respective amounts and dates 
are gang-punched into the cards daily . . . at the 
rate of 5M per hour. 


We are now ready at any convenient time to 
post from these cards the respective data to the 
respective master cards (Nos. 1 & 2, above). 
Using a Tabulator and Reproducer, each Con- 
tribution Blank with its punched amount, finds its 
mate or master card. The new data is added... 
and the grand total previously received from that 
contributor is changed to the new grand total. 
This procedure facilitates the important mailing 
of timed follow-ups . . . 


MAY, 1957 


geographic and alphabetic sequence . . . then, 
at 10 to 14M per hour, merges them together 
(daily or periodically) into one file of Favorable 


Responses. 


Any time we want to send a follow-up mail- 
ing, we feed the incoming cards against the re- 
spective master list used for the campaign. This 
enables us to automatically and infallibly pull 
the respective mates as “paids” (at the rate of 10 
to 14M per hour . The balance is then used as the 
follow-up list. 
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Moreover, because of the increased 
efficiency and production we are able 
to get our follow-ups out on time. 

Increased Revenues: Our revenue 
per favorable reply has increased as 
a result of using the 1.B.M. punch 


card as the Contribution Blank. With 
this card, people will risk sending 
a larger cash bill as a donation. 
Here’s the explanation: Your litera- 
ture was so appealing and convincing, 
let’s assume, that the prospect de- 


What Are The Main Advantages 
Of Mechanized Fund Raising? . . . 


@ A punch card system greatly speeds up and sim- 
plifies file action as compared to manual and plate 


systems. 


@ You can use an Accounting Tabulating Machine for 
all addressing (through a ribbon, typewri'er style). 
This addressing feature, while not as fast as other 
methods, comes as an inexpensive by-product of this 


machine. 


@ You can achieve a high degree of inexpensive 


selection for specialized campaigns . 


. . to make your 


approach more direct and personal. 


@ You have a lightning-speed method of keeping 
your contributors list in perfect geographical and al- 


phabetical sequence . 


. and can organize your in- 


coming mixed new names into similar sequence. 


@ You have a new, quick medium for accumulating 
invaluable and enlightening statistics at little or no 


cost. 


What About The Cost Of 
A Punch Card System? ... 


@ The cost of mechanizing is not prohibitive if you 
have volume. Although several companies sell ma- 
chines for a complete system, most fund raising organi- 
zations usuaily lack the capital to buy equipment out- 
right. So renting the equipment is the ideal economical 
solution. It should be easy for you to calculate whether 
a certain machine will save you money against manual 
salaries. Here are a few comparative examples, based 
on rented |.B.M. machines used at Mother of the Savior 


Seminary: 


@ A Sorter rents for $60 per month. It does the work 
of from 5 to 8 employees, estimated at $800 to $1400 


per month. 


@ A Collator rents from $90 to $200 per month. It 
will do the work of 5 to 10 employees. 


@ A Tabulating Accounting Machine rents for $400 to 
$500 per month. It produces the equivalent of 12 ex- 
pert typists in addition to tabulating, recording and 


other statistical services. 


cided to send $10. But just as she 
is about to fold it and put it into your 
usual six and a quarter envelope, she 
hesitates, fearing it might be felt by 
a mail thief and stolen. She changes 
her mind and encloses only one or 
two dollars. But when this same party 
receives an 1.B.M. card from us, we 
eliminate this fear and capture a 
bigger bill. Why? Because our Con- 
tribution Blank is a sturdy, bristol 
board, makes the envelope opaque, 
and the size makes it unnecessary to 
fold the bill . . . and a folded bill 
always presents a hazard in an en- 
velope. 

Our 1.B.M. Contribution Blank is 
somewhat larger than our paper 
money. On this card and in our litera- 
ture we emphasize all this . . . to 
get the highest contribution possible. 
The card says: “This card will also 
protect your alms and will make the 
envelope opaque and sturdy.” For 
these reasons, we receive a greater 
number of $5 and $10 bills where 
we might have received $1 or $2 only. 
Good Public Reaction: As this was 
a radically new approach, we did 
anticipate some criticisms, and were 
ready to ride it through because of 
the advantages to be gained. We in- 
structed all our clerks to be alert for 
any adverse or questionable remarks, 
that any adverse remarks were to be 
tabulated, studied and answered by 
special letter. 


Here is the result: During the 
mailing of millions of pieces, we re- 
ceived a grand total of only fourteen 
adverse remarks. A negligible num- 
ber. On the other hand, we received 
more Contribution Blanks back along 
with the contribution than ever be- 
fore. And you can well realize how 
file action is facilitated and made 
economical when you receive the ad- 


dressed and identified Blank back. 


The American people are fasci- 
nated with punch cards . . . and with 
efficiency. To encourage the return 
of the Blank. we have printed on each 
card: “This card will help us in 
bookkeeping and filing, saving us 
much expense. We need every penny. 
This card will positively identify 
your account and will become your 
record here.” People like that. 


So whether you are a small or a 
large fund raising organization using 
the mails, it is my belief that you 
should interest yourself in the Punch 
Card system. If you are a small and 
growing organization, you will want 
to know when it might pay you and 
what it might do for you. If you are 
a large organization, you will want 
a survey made now. @ 
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By turning consumer and trade magazine pages 
into “personalized” attention-getters, E. T. 
Turney turns prospects into customers. 


NORTHSHORE NAMEPLATE, INC., 
GETS HOT INQUIRIES 


. . . By Selling the Prospect With His Own Ad! 


EB J. TURNEY, JR., president of Northshore Nameplate, 
* Inc., began using direct mail years ago after becom- 
ing head of his own plant in Bayside, New York. As a 
salesman with 25 years experience in the industrial field, 
he has helped prepare many successful sales letters and 
direct mail pieces. But his latest effort, planned and 
created in conjunction with his agency, Herbert Lindauer 
Associates of New York, has topped all previous results. 

It’s a four-page, two color, folder with detachable 
prepaid postcard. The first page has a picture of Turney, 
scissors in hand, clipping an ad from a magazine. Above 
the picture is the beginning of a letter which runs over 
to page 2, in simulated handwriting. 

“When I read about your product,” it says, “I started 
wondering if you can reduce costs with our Therma-Cal 
color anodized and etched aluminum foil nameplates. 
Did you know they adhere to all surfaces, even crinkle 
finishes without using fasteners?” 

On page 3 there’s a tipped-in advertisement of the 
prospect's own product . . . clipped from a consumer 
or trade magazine. 

Key to the mailer’s pulling power is this tipped-in 
personal ad. But the use of the ad merely as a gimmick 
would be fatal, says Turney. The important thing is 
that the motor, appliance or other object pictured in 
the prospect’s ad carries either a riveted metal name- 
plate, a decal or a painted label. And this means that 
Northshore Nameplate actually can reduce the prospect's 
costs with Northshore anodized, etched (not printed) 
aluminum foil nameplate, with permanent adhesive 
backing. 

An experienced member of the Sales Department checks 
advertisements of prospective users. A clerk handles the 
clipping and mailing details. Turney doesn’t waste time 
searching industrial directories for the name of the 
titular head of a company. The envelope is merely ad- 
dressed to “The Top Man!” It gets there . . . and nine 
times out of ten the chief executive is amused or in- 
trigued enough to see that it gets to the right party if 
he, himself, is not directly involved. 

Northshore Nameplate’s use of direct mail developed 
naturally because their Therma-Cal nameplates are large 
volume, low cost items . .. requiring an amount of shoe 
leather few salesmen are prepared to expend. Ferreting 
out products with riveted nameplates in magazines as 
sales leads, led to the idea for this mailing piece. 

Aside from the printing and mailing costs, Turney 
figures each unit costs him about a nickel for labor, 
clipping, list keeping, etc. So far, results from the 
magazine search for illustrated products with nameplates 
have been excellent. Mr. Turney and his agency have 
found a unique source for ready-made “personalized” 
attention-getters. @ 
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B“ K IN 1953, The Reporter devoted its entire April 
issue to a feature study of “Direct Mail Showman- 
ship” . . . showing how Simplicity, Richness, Realism, 
Humor, Emotions and Continuity can create dramatic 
direct mail impression. The study outlined how these 
six divisions could be used as the basic elements of 
showmanship. Now we've all been hearing more and 
more about “Direct Mail Spectaculars” . . . those daz- 
zling production numbers which put on a real show 
“staging” it to entertain the prospect into the com- 
mercial. 

Many newcomers to direct mail seem to be confused 
about two words “showmanship” and “spectaculars.” 
We've heard it asked: “Where does showmanship leave 
off and spectaculars begin. . . . Do you have a ‘Spec- 
tacular’ budget to create showmanship?” etc., etc. Any- 
one befuddled by terminology should remember that 
“spectaculars” are just double-barreled, super-charged 


A SHOWCASE OF INDUSTRIAL SHOWMANSHIP 


of “showmanship.” Remember this explanation, from 
April, 1953 Showmanship study: 
Showmanship in real life does only jour practical things: 

1. It attracts attention . . . favorable attention when rightly 
handled. 

2. It emphasizes the important points of your message. 

3. It emotionalizes the appeal so that it strikes one or more 
of the basic human desires. 

4. It creates action if the impact is appropriate. 

Those are the four main reasons for using show- 
manship . . . regardless whether your approach is 
“spectacular” or “simple.” 

Showcased on these pages are five different indus- 
trial campaigns . . . both spectacular and simple. But 
all of them were highly successful . . . because they 
covered all four of the showmanship requirements out- 
lined above. As you read about them, remember that 
you don’t have to be “spectacular” to create good 
showmanship. It’s brains, not budgets that create 


applications of one or more of the six basic elements ideas @ 


SHOWMANSHIP TIE-INS — with jewelry — 


have produced some excellent results for the Pemco Cor- 
poration, Baltimore, Maryland, manufacturers of ceramic 
stains, porcelain frits, etc. Pemco has done a fine job of 
promoting their stains among different product manufac- 
turers . . . by creating unusual mailings built around 
attractive jewelry, such as a pair of cuff links, a set of 
earrings, etc. One Pemco piece, for example, was a buff- 
colored folder featuring a handsome gray tie clasp at- 
tached to an illustration of a man’s collar and tie. De- 
signed to promote five zirconium gray stains among 
artware, dinnerware, sanitaryware, tile and other ceramic 
manufacturers, the folder explained why they should 
“TIE IN WITH PEMCO For Glaze Stains That Help Sell 
Your Products.” The medalion-shaped, ceramic tie clasp 
was an actual sample of zirconium gray . . . making on 
attention-getting and long-lasting reminder of the Pemco 
stain. Salesmen who followed up the mailing with a dis- 
play card showing many other variations of the stain, 
received an enthusiastic “buying” reception. Campaign 
plan and design: Thomas S. Hook, Pemco sales promotion 


PEMCO 
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SHOWMANSHIP HUMOR opened a host of 


closed doors for salesmen of the Frederick Post Company, 
Chicago manufacturers of drafting materials. When Post 
developed a new process for coating sensitized paper, they 
found it would require a personal test demonstration to 
put across the product's advantages to chief draftsmen. 
But salesmen couldn't get in to show these busy 
prospects the paper test. Post solved the entré 
problem with five weekly mailings designed to soften 
vp prospects to the “‘test’’ idea. Each packaged piece 
was a humorous “Test Kit’ for making a cockeyed 
personal “survey.” An “Accustics Test Kit’ contained 
ball bearings for rolling across the floor, a “Jumpy 
Nerves Test Kit’ had a whistle for blowing in peo- 
ple’s ears, etc. Off-beat copy in each mailing con- 
cluded that “only a test would prove the quality 
of Post's new paper.” The light, humorous touch 
paid off, as salesmen finally got in . . . and con- 
verted many hard-to-see prospects into regular Post 
customers. Agency: Proestring, Taylor, Inc., Chicago. 
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SHOWMANSHIP SAMPLING wos respon- 


sible for cracking a number of new markets for an- 
other packaging manufacturer. Leedpak, Inc., New 
York producer of pouch packages for both sampling 
and unit-sale use, wanted to show the potential of 
their pouch format for foods, drugs, paints and 
other products. demonstrating to top manufac- 
turing executives why “You haven't scratched the 
surface yet Using this as the main cam- 
paign theme, the first two mailings were teasers 
. silk screened on actual paper to dr tize 
the “scratch” idea. Scotch-taped to the inside of 
the second piece (a 5'/2x82" folder) was a two- 
part pouch containing different colored water. Fol- 
lowing weekly mailings featured an indexed tell-all 
booklet and a series of personalized letters explain- 
ing the wide uses of pouch packaging. Attached to 
each letter was a current sample actually being used 
by a leading manufacturer (mustard, salt, sugar, de- 
tergent, make-up lotion, etc.). The timely sampling 
campaign gave a vivid demonstration of pouch 
packaging possibilities . . . and drew reply-card in- 
quiries from almost every executive on the list. 
Agency: Rick Marrus Associates, New York. 


SHOWMANSHIP USEFULNESS to the re- 


ceiver was demonstrated by Crown Zellerbach Corpora- 
tion, San Francisco . . 


. who mailed food manufacturers 
a series of three handsome “gifts”. The trio of useful 
spectaculars was created to promote Crown Zeller- 
bach’s Western-Waxide Specialty Packaging Division, 
designers and manufacturers of food wrappers. Purpose 
of the grandiose give-aways was to dramatize three 
important requirements of package design, available at 
Western-Waxide, which stimulate impulse buying. First 
piece was a complete set of water color paints, stres- 
sing the importance of color. Second mailing was an 
ornamental branding iron, establishing the importance 
of brand identification. Third package contained a 
herb shelf of assorted island spices, dramatizing the 
importance of taste excitement. Mailed at three-day 
intervals, the gift series scored tremendous impact. 
Agency: Merchandising Factors, Inc., San Francisco. 


why Cimcool was “‘a winning catch”. The simple touch of show- 


SHOWMANSHIP GIMMICKS were largely re- 


ponsible for boosting a product called Cimcool to top position 
as industry's largest selling chemical cutting fluid. The metal- 
cutting lubricant was developed some years ago by Cincinnati 
Milling Machine Company, Cincinnati, Ohio, for their own use. 
It worked so well that the company set up a Products Division to 
manufacture and sell the coolant to other industrial firms. A con- 
tinving direct mail campaign was pl d . using a bevy of 
inexpensive but impressive gimmicks to dramatize Cimcool’s many 
benefits and advantages. Cincinnati's agency had a creative field 


day . . . dreaming up copy ideas which were given third dimen- 
sional impact by such varied items as a small bell, a miniature 
clothspin, a pencil, a packet of flower seeds, a plastic bag, a 
paper picnic plate, a plastic ruler, a package of tissues, a small 
sponge, etc. Typical of the approach was a folder which carried 


a Cimcool colored pink trout fly . . . to highlight copy telling 


Wp 


wis 


> 
CIMCOOL 
for of ell 
metal cutting jobs! 


manship to what otherwise might have been just “another new 
product story” built excitement into the campaign . . . which soon 
hed prospects “waiting for the next mailing”. And as the com- 
paign progressed, the mailing list grew larger . . . from other 
people who heard about the clever Cimcool mailers and requested 
to see them. During the length of the campaign, the original 
mailing list swelled from 5,000 to 28,000 names .. . and could 
have gone higher if all requests had been filled. (The trout fly 
mailing alone was sent to a list of 20,000 . . . but 7,000 additional 
flies had to be made to fill requests for extras). Overall response 
was tremendous . . . generating a sales boom which has helped 
Cimcool become the Number 1 coolant seller. The product was 
accepted so enthusiastically, in fact, that Cincinnati has since 
introduced five additional Cimcool cutting fluids . . . which now 
cover 100% of all metal-cutting jobs. Agency: The Ralph H. Jones 
Company, Cincinnati, Ohio. 
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Agency president Tevie Jacobs tells how a 
unique triple letter hit a hard-to-reach, 
moving target. . . 
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HOW DO YOU 
ADVERTISE TO 
TRAVELING 
SALESMEN? 
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sa a by Tevie Jacobs, President 
Tevie Jacobs Advertising Agency, 
Indianapolis, Indiana 
One of our midwestern clients, The Mohawk Manor 
organization, operate: motorists’ hotels in both Indi- 
it enepolis ond Buffalo, N. Y. Unlike motels, these estob- 
lishments are not primarily interested in tourists. Very 
early in their operation they learned that catering te 
salesmen is much more profitable, because they keep 
coming beck again and again. 
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Is this how they act on your form letters? 


Give them the “Hand Typed”’ look 
that makes them look important! 


Why send out form letters that look like handbills? 
Robotyper will give them all the warmth and appeal of 
a personally dictated letter . . for as little as a penny 
a page! 

And it’s astoundingly fast! Robotyper works some- 
thing like a player piano . . . except it operates an elec- 
tric typewriter. It automatically turns out 4 to 16 times 
more typing than any human can! 

Want to personalize your letters? Robotyper stops at 
any selected point. Lets you type in dates, names or 


RUYAL 


ROBOTYPERS 


Products of Royal McBee Corporation, 
world’s largest manufacturer of typewriters 


figures. If one Robotyper isn’t enough, you can hook up 
two, three, or even four together. One typist can easily 
operate them all. 

Robotyper can also be used to compose and type 
routine business letters. Simply make up a list of stan- 
dard paragraphs covering most usual situations. Check 
off the proper paragraphs for any given letter. Robo- 
typer does the rest. 

And it’s all so easy! Any typist who can push a button 
can operate a Robotyper. It takes only minutes a day 
from her regular work. 


If you send out form letters, reports or bulletins, you 
should learn how Robotyper can improve their looks, 
and save money doing it. 


send for free booklet 


. Royal Typewriter Company 
Westchester Avenue, Portchester, N. Y. 
Please send me 6-page booklet on how Robo- 
typer can multiply our typing production. 


Name 


Company. 


Street 


State. 


City 
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GETS YOU 

GREATER SALES EFFORT 

FROM JOBBERS, DISTRIBUTORS 
AND SPECIALTY DEALERS! 


The REPLY-O-Letter format, featuring the 
Built-In pre-signed reply card, outperforms 
ordinary types of direct: mail . . . has made 
us one of the largest producers of 

direct mail designed to increase sales 
activity by middlemen. We write copy— 
help you plan and produce promotions that 
gain you priceless cooperation; also imprint 
and mail, if you desire. We have 

experience in most industries. 

No charge for consultation, layout and copy. 
Call or write our nearest office. 


THE 


reply -o-letter 


7 CENTRAL PARK WEST 
NEW YORK 23, N.Y. 
CIRCLE 5-8118 


SALES OFFICES: BOSTON - CHICAGO - CLEVELAND - DETROIT - TORONTO 


Ay 
ct 
ate = 
. 
+ 
4 
= 


UPGRADING 
LETTER COPY 


by Paul Bringe 


Milwaukee Dustless Brush Co. 


WWE NEED A NEW CIRCULAR.” 
O.K. Everyone gets busy. A 


few months and many dollars later 
we have 50,000 copies of a nice look- 
ing piece of literature. We supply our 
salesmen and dealers but have a lot 
left over. What should we do with 
them? 

“We'll send out mail. That will use 
them up and we'll get some busi- 
ness.” So within a half hour some- 
one dictates a letter and the mail is 
in the works. Nothing much happens, 
but then, it was left over material, 
wasn’t it? It did some good, didn’t 
it? 

This is the way much industrial 
direct mail is “planned”. 

Instead of starting with an idea 
and carefully building a letter, folder 
and order form to communicate that 
idea, we try to write a letter around 
an existing circular. The circular may 
be excellent for its original purpose 
but that is no guarantee it is right 
for direct mail. 

The Palmer-Shile letter does not 
have a central idea, nothing to inter- 
est the reader immediately. It rambles 
and is full of hackneyed expressions. 
Readability rate is at the difficult 
level, on a par with academic maga- 
zines, and requires some college 
schooling of the reader. There is 
nothing wrong with such a reading 
level—if you know your audience can 
take it. 

The rewrite starts with an idea 
and sticks with it through the letter. 
Remember, when you have the basic 
idea for your letter (and no letter 

should be started without it) you are 
just beginning your creative job. You 
won't get action from your reader 
unless you repeat your theme as often 
as you can. Ever notice how thoughts 
are repeated in the Bible? Look at 
this: 
Ask, and it shall be given you; 
seek, and ye shall find; 
knock, and it shall be opened unto you. 
For every one that asketh receiveth: 
and he that seeketh findeth; 
and to him that knocketh it shall be 
opened. 

One idea, stated six times. Not a 
bad creed for direct mail. Keep it 
in mind when you write a letter. @ 
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TYME * NEVER STANDS STILL 
servicing your jobs 


If extra fast service 
is what you demand 
telephone us quickly 
our staff is on hand. 


A COMPLETE 
DIRECT MAIL SERVICE 


* Ty-Process Letters ~* Mailing 


* Multigraphing * Research 
* Mimeographing Photo-Offset 
* Addressing * Packaging 


* 


LETTER SERVICE CORP. 
43 EAST 19th STREET, NEW YORK 3, N. Y. 


PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P.S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
oid you with your pro- 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 


“Reed-able Copy” 


A Morthly Clinics Conducted by Red 


_ FOLLOWS was written by 
a gentleman known to many 


| Reporter readers. He is Albert E. 


Anderson, president of New England 
Business Service, Inc., Townsend, 
Mass. At the early age of 19, Al was 
deeply engrossed in the writing of 
letters. That was back in 1933 when 
he handled all the sales correspond- 
ence with customers and a force of 
60 salesmen. As he says “I learned 


| to write by having to write.” And 


now, in his present business he uses 
the mails to make sales, and through 
the use of good copy and frequent 
mailings adds new accounts at the 
rate of 1,000 per month. 

Al lives in a home on 102 acres of 
woodland, has a family of six young- 
sters, and finds the woods and out- 
doors a wonderful atmosphere for 


| creative thinking and writing. What 


Al has to say about his methods for 
turning out letters that sell is basic 
stuff... a refresher for the pro and 
fine advice for the tyro: 
Goop Copy Can Be Written! 
When do you start? How do you 


| start? Where do you start? 


Writing good copy, like all worth- 
while endeavors, is a constant strug- 
gle. But it can be done! How do you 
successfully tackle and complete a 
copywriting assignment? You live it! 

In undertaking any copywriting 
task—two thoughts must be kept con- 
stantly in mind: 


1. Good copy is not written easily. 
2. Good copy is not written hastily. 


By a “copywriting assignment” | 
mean writing a piece of copy for 
“exposure” to thousands of readers 
to sell a product or an idea 
whether sale is solicited immediately 
or not. (A major promotion — not 
some minor ad or letter.) 

WHEN DO YOU START? Start as soon 


as you can. Keep your new project 
constantly in mind. Don’t attempt to 
write several major pieces of copy 
at the same time. If you can’t stay 
with it until completed — dismiss it 
from your mind until you can see it 


Whether 


finished. its a matter of 


36 


hours, days, or weeks . . . live it 


through! 


HOW bo you sTART? Lock up all 
pens, pencils, typewriters and paper! 
Just think! Sit... and think. Lie 
down . . . and think. Walk . . . and 
think. Chop wood . . . and think. Do 
anything . . . but think constantly! 


Here’s a list of things to think 
about: 

l. Your Prospect: Spend lots of time 
thinking about him. Go see him . . . study 


him. What does he think? What's he like? 
What does he want? Be sure you KNOW 
your prospect before you start writing— 
he’s the fellow you must influence and 
persuade. 

2. Your Product or Service: Study your 
product. Handle it. Use it. Take it apart. 
Talk to the people who invented, developed 
and built it. Know all its strong points 

. and deficiencies! 

3. The Best Approach: Once you know 
your prospect and your product, then you 
must fit them together. What's the best 
combination? Where does it “jell”? You'll 
find some spot where a particular advan- 
tage of a product or service “clicks” with 
something your prospect needs or wants. 
When you're sure you've hit a natural mesh 
—start writing! Not before. 


WHERE DO YOU START? Start any- 
where. Write down everything posi- 
tive you can conceive. Include every 
selling point . . . every possible rea- 
son for someone to buy what you are 
selling. 

At this point don’t worry about the 
“quality” of your copy. Make no at- 
tempt to turn out a finished job—yet! 
You've laid the groundwork . . . built 
a foundation. Now is a good time to 
take a “break” — and give yourself 
time to reflect a bit about what you've 
done—and what you still have to 
accomplish. 

Start searching for your “lead” . . . 
your opening “punch line”. This is 
very important. Spend plenty of time 
on it. The first few words you write 
will determine the success or failure 
of your entire copy effort. Select your 
most appealing benefit. Be sure it’s 
true .. . and logical. Then advance 
this benefit in sharp, concise, easy-to- 
understand language. Make it stimu- 
lating! (Continued on Page 38) 
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Ever see WASH DAY at the circus? 


Washday? At the circus? Certainly! Imagine the circus 
without its bright colors; its brilliant spangles; its gay ripe. 
These things are important . . . they provide the magic touch, 
they accentuate the excitement, the glamor, the fantasy. So, 
behind the glitter there’s washday—the work, and care, and 
skill that’s needed to keep the whole colorful setting at its 
dazzling best. 

At Peninsular, too, we put our skill to work for you, pro- 
ducing a brilliant array of colors in Tuscan, Pab and Zamora 
cover stocks—setting the stage for your sales message. In this 
sample we have used pure, raw colors in large masses to create 
excitement and to demonstrate how beautifully this stock per- 
forms under these conditions. 

This message is printed by offset on 90 lb. gray Zamora. 


Penimaullan. TUSCAN COVER ECONOMY COVER e@ ORKID COVER 
@ DUPLEX COVER @ BERMUDA DUPLEX @ ZAMORA 
Stock COVER @ PAB COVER @ TWIN TONE COVER BRIL- 
Mes LIANT WHITE @ WOLVERINE COVER @ ANGELO TEXT 


PENINSULAR 


caver stock specialists sew ia eur year 


PENINSULAR PAPER COMPANY «+ YPSILANTI, MICHIGAN 


| 
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22% more returns 
mailing when com prin 

words “Via Air Mail” directly on 
their letterhead. Idea was that actual 
readers of the letter seldom see the 
envelope. Attention value of “Air 
Mail” thus retained all the way to 
ultimate reader. 


123% more calls made by clean- 
ing and dyeing salesmen after a direct 
mail 4” x 64%” was sent to 
homes on their routes. Card copy 
introduced the salesmen, described 
services, called attention to the fre- 
quency of times he drives by house & 
sells quality of cleaning service. 


40% increase in telephone sales 
credited to direct mail by drug- 
store manager. Also increased aver- 
age size of orders by 80%. 2,000 cus- 
tomers on the list and mailing made 
each month. Bargain items, location 
of store, general reminder copy with 
lots of display art helped build the 
increase in business. 
$ 

Direct mail boosts sales 65% 
for valve maker. 4,000 oil companies 
and jobbers comprised the target for 
mailings. In each case the recipient 
was offered a sample valve at no cost 
. . « to be billed only if accepted. First 
release made competitive product 
comparison; 2nd and 3rd mailings 
described protective and qualitative 
values; 4th mailing dealt with price 
comparisons. Total cost: $1,250. 


Publisher test mailing drew an 
increase of 13.78% cash returns 
using illustrated envelopes versus 
plain envelopes. Total of 119,707 
pieces mailed. On back of 50,585 
used green ink printed photograph. 
On remaining 69,122 plain white 
stock. Photo - 
pulled 3.3% and the plain envelope 
pulled 2.9%. id 
for increased cost of using 
illustration. 


direct mail circular is 
credited with $1,000 in imme- 
diate sales of redwood fencing. 
Total cost of mailing was $175. List 
count was 4,000. 


Insurance company plugging its 
50th anniversary sent letter offer- 
ing a free gold-filled ball-point pen. 
Mailings were made by esenta- 
tives. In the first 5 months sales- 
men mailed 35,000 letters to pros- 
pects. Returns on this mailing aver- 
aged 7%. Many resentatives con- 
verted half their leads (requesting the 
pen) into direct sales. 


Manufacturer gets 52% response 
using gadgets in mailings! This por- 
celain enamel frit maker uses plastic 
telephones, rulers, photo-offset illus- 
trationc in his letter format plus per- 
sonalized fill-in. On one survey of 
671 customers to show how fre- 
quently certain magazines were being 
read they got 52% returns of an 
enclosed business reply envelope. 
Gadgets cost 2¢, production of mail- 
ing about 7¢ and postage was 3¢ 
(1st Class). 
$ 


Another “key” direct mail cam- 
paign produces results. Furniture 
store set-up mailer of 4 pages. An- 
nounced new branch opening to 
25,000 customers. Each booklet held 
a key. 50 keys out of total mailed 
could open a treasure chest located 
in store. Among other prizes a 9’ x 12’ 

More don 2,000 keys turned 


in for event. 


$138,000 new business from a 
direct mail campaign costing $1,- 
000 is profitable activity. Mailing list 
was 445 prospects. Six mailings used 
by this box maker. First was a 
straight sales letter followed by five 
immick letters carrying of 

x products demonstrating versatil- 
ity of product. Campaign pulled 
15.5% returns. 


REEDABLE COPY . . . Continued 


Then fit your gover into 
oper ce. Use short words... 
Use brisk words . . . 
“peppy” words. Keep things moving. 
With the above as your guide. . . 
write as much as is necessary to tell 
your complete story. If it takes four 


pages .. . fill up four pages! 

Write . . . and re-write. Re-arrange 
words, commas and para = 
“Weed out” unnecessary cok fa 
word seems weak or inappropriate 
. . . discard it and dig up the right 
one. Rip up pages—and start over— 
when you're not getting what you 
want. 

Here are some suggested reference 
books to help you select the right 
words—and stimulate your thinking: 
Word Dictionary, Phrase Finder, 
Word Finder, Synonym Book, Dic- 
tionary of Quotations, Dictionary of 
Thoughts. 

After you've finished your first 
draft . . . set it aside for awhile. 
Maybe over night. Then pick it up 
and re-read it. Have someone else 
check it. Solicit their reaction. Ex- 
change ideas. Keep an open mind. If 
necessary . . . make changes. 
Keep thinking all the time about your 

rospect. Are you getting through to 
Never forget who you're writ- 


When you're finally satisfied . . . 
let it go! Clear your mind. Take a 
rest. Maybe get outdoors . . . for 
exercise and fresh air. Then tackle 
your next problem. Give it the same 
intense treatment. 

If you think you're not in the mood 
to write .. . force yourself to sit down 
and start, anyway. “Thrash around” 
until you hit the groove. Then k 
going. If you wait until you “feel like 
writing” . . . you may never start! 

Write where it’s quiet and where 
you won't be interrupted. If you think 
you write better in the cellar . . . write 
in the cellar. If you think you write 
better with your hat on . . . wear a 
hat. If you enjoy music while writing 
have it! 

ees each assignment as 
though it was a “life or death” strug- 
gle. Make a “battle” out of it. You 
“conquer” the problem ... or it 
defeats you. There’s nothing more 
satisfying than watching ‘soles or 
inquiries roll in after “sweating” and 
“groaning” over a sales letter . . . 
or an ad. Finally —here are some 
thoughts about writing: 


1. Writing is not a soft, easy way to make 
a living. 
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2. It isn’t necessary for you to be a “nat- 
ural born” writer to be successful. 


3. To be successful—you should enjoy writ- 
ing and eagerly look forward to each new 
assignment. 


4. Read all the good copy you can. Break 
it down—analyze it. Figure out how it was 
put together. 


5. Failures are steps to success. 
from them, 


Profit 


6. Discouragement is part of a writing edu- 
cation. Success is rarely quickly or easily 


realized. 


7. Give thorough attention to the small 
jobs—just as you do to the big ones. 


There are unlimited opportunities 
for good copywriters . . . always! 
There is no field where genuine crea- 
tiveness has a better chance for 
growth and expression. Words, skill- 
fully selected and properly arranged, 
have great power! Learn to select 
them skillfully—arrange them prop- 
erly, and you'll always be in demand. 

You'll also have fun! 


Albert E. Anderson 


(Note: $50.00 reward to anyone find- 
ing the word “that” in above article.) 


Words to Write By 


@ “Most people express themselves 
today in ready-to-use phrases. The 
writer must, of all people, avoid this 
fault. “He must be a maker, rather 
than a retailer, of phrases.” —James 


Wallen. 


@ There’s a very fine line between 
“smart” and “smart alecky”. 


@ Many letters sound like tran- 
scribed arguments. The object of 
your letter is to get somebody to do 
something—not to think up reasons 


why he shouldn’t. 


e@ “To write weekly, to write daily, 
to write shortly, to write for busy 
people catching trains in the morn- 
ing, or for tired people coming home 
in the evening, is a heart-breaking 
task for men who know good writing 


from bad.”—Virginia Woolf. @ 


Sign Up Now 


Contact Herb Rohrbach at DMAA, 
3 East 57th Street, for details and ap- 
plication blanks for entering their an- 
nual Leader’s Contest. Your official 
portfolio serves several purposes. At 
the very least, it’s a graphic demon- 
stration of what you have accom- 
plished direct mail-wise for your com- 
pany during the year. 
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A FRESH, NEW, ACTIVE 


PUBLISHERS 
DIVERSIFIED 


LIST OF 


INDUSTRIAL 


You BUY ... Not Rent The List! 
‘1 0 PER M NAMES* 


A NATION-WIDE SELECTION 
OF BONAFIDE INDUSTRIAL FIRMS! 


MINING 


Metal Mines 
Coal Mines 
Pits & Quorries 


FOOD MANUFACTURING 
& PROCESSING PLANTS 


CHEMICAL AND 
DRUG INDUSTRIES 


Chemical 
Paint-Varnish, Fertilizer, 
and Drug Mfg. 


MISC. INDUSTRIES 


Steel Mills 

Textile Mills 

Lumber-Wood Products 

Paper & Pulp Mills 

Petroleum & Coal Products 

Rubber Products 

Leather-Tanning 

Stone-Glass Producers 

Power Plants (Municipal) 

Smelters 

Electrical Motor Dealers 
and Repair Plants 

Electrical Contractors, 
Commercial & Industrial 


Don't be fooled into thinking that the 
list can't be “Tops” because of the low 
price! Remember, this is an ACTIVE in- 
dustrial publisher's list . . . constantly 
being used . . . constantly being cor- 
rected. Check the type of industries 
covered. If you sell to these industries, 
this is the list you are looking for! 

You have probably paid twice as much 
just to rent a comparable list. Now you 
can own the list yourself... use it as 
often as you like. Select any industry, 
or combination of industries for the low 
$10 per M price* then send us your 
order. The names will be sent immedi- 
ately in handy roll form (or on 3x5 index 
cards at a slight additional cost). This 
offer is for a limited time only! 


THE MOST LIBERAL GUARANTEE 
IN DIRECT MAIL HISTORY! 

We hove ONLY the ONE basic pub- 
lisher’s list to sell! We know it’s good be- 
cause we use and revise it constantly. 
So, we can GUARANTEE the list 100% 

. and can pay your 5c (five times your 
original cost) for EACH RETURN sent to 
us within 60 days. 

This is your opportunity to secure a 
basic direct mail list for your specific 
needs . . . at lower than “rented” list 
orices! 


SERVING THE EQUIPMENT NEEDS OF INDUSTRIAL AMERICA 


©$12.50 per thousend 
in less thon SM quan- 
tities. Minimum order, 
1M nomes. 


16140 WYOMING AVE. 


DETROIT 21, MICHIGAN 
Phone: Diamond 1-2658 
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NOW 
RAPID 
FILM 


LETTERING 


Reduced or Enlarged... 
Positive or Negative 


Still only *1 a word! 


With our newest equipment, Rapid 
Film-Lettering gives you a choice of 
lettering styles in exactly the sizes you 
need for your layouts or mechanicals, 
eliminating the usual delays and ex- 
pense of stats. 

No minimum. No extras. Round-the- 
clock service. All styles. Glossy prints 


| 


| 


| 


for reproduction. Mail deliveries any- 


where in U.S.A. Order from Style Book 
DM. Free on request. 


RAPID 
TYPOGRAPHERS INC. 


305 East 46 St., N.Y. 17 
MUrray Hill 8-2445 


300,000 


CATHOLIC MEN AND 
WOMEN 


There are close to 100,000 Catholic 
families in our master files. Every one 
of these cards includes the names of 
from two to five members in the family. 
This in turn means something like 300,000 
INDIVIDUALS. 


Twelve Classifications 
Names may be had either in the form 
of a general Family list or you can select 
them from any of a dozen classifications, 
such as executives — wealthy widows — 
single women — contributors — buyers 
of religious items—etc. Changes in ad- 
dress run about 20% a year and of course 
these are promptly dropped on receipt of 
the P.O. returns. Something like 40,000 
FAMILY names are added during the same 
period thus keeping the list fresh and ac- 
curate at all times. 


Used By The Leaders 
Evidently because the list is so carefully 
compiled and the names may be had in 
so mony classifications, this service is 
being used regularly by practically all of 
the leading Catholic fund-raising organi- 
zations, as well as by scores of publishers 
and other lines of business. A copy of the 
folder is yours for the asking. 


CATHOLIC LAITY BUREAU 


45 West 45th St. New York 36, N. Y. 
(CO 5-4490) (Est. 1928) 
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My Mail Order Day 


YOU WAN | | a IS NO CONNECTION between 
how hard you work and how much 


money you make. This is particularly 
true in the field of mail order. Many 
people who come to me for advice on 
how to make money in M.O. are 
shocked when | express a complete 
indifference to the fact that they are 
willing to work long hard hours to 
“get started”. If a proposition “goes” 
it will make money sometimes in 
spite of the operator. If a proposi- 
tion is a dud, all the blood, toil, 
sweat and treasure will just be sand 
pounded down a bottomless rat-role. 

There is no connection between 
how much you are willing to sink 
into a M.O. deal and how much you 
will take out of it. A short while ago 
a multi-million corporation called me 
in to consult on selling their product 
via direct mail methods. They showed 
me graphs and charts and advertising 
programs outlined by their several 
agencies calling for expenditures of 
some $2,000,000 the first year. They 
were shocked when I showed them 
that if the first $2,500 didn’t show 
enough returns to make the rest of 
the program progressively self-liqui- 
dating, the rest of the “Program for 
Budget Allotment” was just so much 
pretty eye-wash. 

So | repeat for the umpty-umpth 
time: The product is the thing .. . 
everything else is details! 

And before the next reader writes 
to me, “What is a good product for 
me to sell by mail order?” Let me 
quote my standard reply: If I knew 
of a good product that I am not al- 
ready selling. I would already be test- 
ing it. 

Locating a new product worth test- 
ing is difficult. At least ten a week 
cross my desk. Of these ten I imme- 
diately eliminate those that are obvi- 
ously being offered to every mail 
order house in the business. Let's 
face it . . . my competitors are a 
bunch of hard, tough, fast acting men 
and women. If they weren't they 
wouldn’t have lasted long enough to 
have gotten on the lists that are 
peddled of “Leading Mail Order 
Houses”. So if I like one of these 
“hot” offers it is a cinch that Dave, 


or Helen, or Pete, or one of the boys 
will also like it. O.K., let them play 
with it. A coward? Me? Why sure. 
Physically . . . no. And I have the 
shrapnel wounds to prove it (and at 
least one knife scar) ; but in business 
I am an arrant coward operating un- 
der the council of Oliver Goldsmith: 
He who fights and runs away, 
May live to fight another day. 
But he who is in battle slain, 
Can never rise to fight again. 

So I leave the run of the mill prod- 
ucts to the folks with thick catalogs 
and thick (sometimes thin) bank- 
rolls. As for me I search for the 
unique, the unusual, the rare, the 
almost unobtainable. 

So while I can’t hand you a prod- 

uct, let me give you a list of places 
to look for a product to sell: 
@ Your own back yard .. . and I 
mean almost literally. For example 
there is a man in the Hawaiian 
Islands who lives on the slopes of a 
not too extinct volcanoe. This moun- 
tain consists of mile after square mile 
of lava rock. Absolutely worthless by 
all local standards. Yet this fellow 
offers “Six pieces of lava rock, guar- 
anteed genuine, every piece guaran- 
teed to be at least the size of a wal- 
nut.” 1 don’t know how much of this 
lava rock he sells to the geology stu- 
dents that comprise his prime market, 
but it is sure he will never run out of 
raw materials. 

Speaking of running out of raw 
materials | have just been informed 
by one of the largest factories in 
America that the shipment I ordered is 
being held up because of mechanical 
bugs and will come forward as soon 
as these bugs are “ironed out’. I have 
on my desk 175 orders amounting to 
over $1,750 for this product. I just 
reached the printer in time to cancel 
100,000 mailing pieces that were 
about to go on the press. Also, I have 
sitting here a sack full of mail from 
one of the list brokers addressed at 
$17 per M. So when you do get a good 
product there is always the fickle and 
frosty finger of furious fate waiting 
to give you a small assist .. . oh yes. 

A second man who found a prod- 
uct literally in his own back yard is 
the chap in Mass. who quarries dino- 


THE REPORTER OF DIRECT MAIL ADVERTISING 


+ By Jared Abbeon 
he 
4 
| 
| 
| 
| 
| 
| 40 


saur footprints from an ancient rock 
strata in his back yard and sells them 
by mail at prices that might be con- 
sidered high, if not for the fact that 
the supply is limited and irreplace- 
able. 

But more logically . . . look around 
your neighborhood or town. You 
will be surprised at what that new 
factory down the street is making. 
and you never know if it will sell by 
mail until you try. 


@ Pick the field that you think repre- 
sents a market . . . then write a letter 
to every firm in the field or fields 
telling what you want in general 
terms and what you think you can do 
with it when you get it. Last time I 
tried this approach | sent out some 
2,000 letters of inquiry. Got a few 
dozen interesting answers. Tested 
some six or eight products and one 
of them worked out pretty good. 
Another is still bringing in a hun- 
dred or so dollars a month; a third 
just came to the end of the run 
when the small manufacturer sold out 
to a big outfit on the basis of its 
“sales record”. The big outfit has its 
own sources of distribution. 

@ /mport your products. Here, find- 
ing your product is only the begin- 
ning. The capacity of many off-shore 
factories is extremely limited and not 
subject to fast expansion. A_ while 
ago, a partner of one of my asso- 
ciates (1 am currently interlocked 
with a number of my suppliers and 
competitors and they in turn have 
their fingers in several pies) went to 
a country in Europe, and liking the 
output of a particular plant asked 
how much stock of their 40 or 50 
assorted numbers they had on hand. 
It amounted to about $20,000. He 
said that he would take the lot. They 
asked which lot. He said all the lots. 
They asked him to return in the after- 
noon after the Board of Directors 
could meet and pass upon whether 
they should make the sale. 

Another thing in dealing off-shore 
is not to be in a hurry. | have one 
supplier who takes two years from 
initial query to delivery of the first 
shipment, three to six months on re- 
orders. On this item I operate on a 
meager 500 percent so I can afford 
to wait. 

Another thing to remember is that 
the law is different in all countries. 
This should not shock you if you stop 
to remember that in some states of 
the union the average time served 
for murder is quite a long stretch, 
9 years and up... and in some states 
the time is nearer 3 years. Different 
places have different commercial cus- 
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GREATER 
DIRECT MAIL RETURNS 


You’ve got to get the prospect INSIDE to 

get your message OUT. Tension’s Display Window 

Envelope beckons your prospect inside into your sales story. 

Frame a “teaser” portion of the enclosure with a die-cut display 

window. Utilize color from the sales material (appeariag through 

the display window) to create interest, bring action and increase 

returns. Tension’s manufacturing skill assures “perimeter sealing” 

of the window patch for smooth, snag-free inserting. Display windows 
can be die cut in almost any shape —in any position. 


FREE SAMPLES! Ger the whole wonderful story of Tension Display 
Window Envelopes, including typical samples. Write now to: 


TENSION ENVELOPE CORPORATION 


ST. LOUIS 10, MO. 
Campbell at 19th St. Kansas City 8, Missouri 


KANSAS CITY 8, MO. 
FT. WORTH 12, TEXAS 
MINNEAPOLIS 1, MINN. 
DES MOINES 14, 1OWA 


There’s only 
One 


DICKIE- 
RAY MOND 


ECONOMY 
VERSATILITY 


DIRECT ADVERTISING 


and 
SALES PROMOTION ADDRESS DIRECTLY 
from PUNCHED CARDS 
for 36 Years to a Wide Range of Material 


Scriptomatic addresses from easily 
prepared CARD masters (IBM, 
Remington-Rand, Samas or ledger 
or index cards) directly to Tape, 
Envelopes, Wrappers or Book- 
lets on one machine. Models 
for every addressing or data 
writing problem. 
Write for File, 
“Scriptematic Methods” 


SCRIPTOMATIC, Inc. 


Planning 
Writing 
Production 


470 ATLANTIC AVENUE 


PUNCHED CARD 


BOSTON 300 North 11th Street, Phila. 7, Pa. 
225 PARK AVENUE ® 
NEW YORK $-701 
| 
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On our 
Ebhventh Anniversary 


we are proud to announce 
the appointment of 
Miss “SCAMPI” 
to Vice-President in Charge of 
STAMP LICKING 


* 


VICTOR ADDRESSING CORP. 
Services and Supplies 
130 Flatbush Avenue 

Brooklyn 17, N. Y. 
STerling 9-8003 


Write for Free Catalog 


RAISING FUNDS! 


Try these lists of donors 


47,000 Health & Welfare N.Y.C. 
20,000 Local charities 
8,000 Overseas causes 
130,000 Skin disease cause 
25,000 Clothing collection 
200,000 Religion & welfare 
500,000 Veterans organization 


100,000 Catholic appeals 
50,000 Mary Immaculate 
65,000 Missionhurst 
26,000 Blackfriars, N.Y.C. 
21,000 Faith Co. buyers 
35,000 Inspiration Guild 
56,000 Catholic Building Funds 

167,000 Catholic Boys Camp 


50,000 Jewish causes N.Y.C. 
200,000 Jewish Overseas cause 


the Coolidge co. 


6 East 23 Street New York 10 
Algonquin 4-8870 e 


get the 
professional 
approach 


-..to your 


DIRECT MAIL 


For a FREE roster of members 
of MASA, the professional 
creators and producers of 
BETTER direct mail, write to: 


mail advertising 
service association 
INTERNATIONAL 
18120 James Couzens Hghy. 
Detroit 35, Michigan 


toms. In the United States, a contract 
is a contract. And if you sign a bad 
one .. . well, that is tough. The courts 
hold that you're a big boy and can 
file bankruptcy. But in countries un- 
der the Code Napoleon, the law is 
oft what the court in its mercy says 
it is. . . and a contract is subject to 
good and welfare unwritten clauses. 


In some countries the buyer is the 
Master. It is very bad taste to ever 
say anything to offend the Master. 
So if you insist on two month deliv- 
ery “It shall be done.” But don’t hold 
your breath, at least you are happy 
for two months. Nothing sneaky or 
underhand about this . . . it is just 
local custom. In some countries, the 
lowest price is the small quantity 
price. The theory being that if you 
want more the price should be higher 
as slower workers will have to be 
hired and mass production methods 
are not nice as they deprive some- 
body of a job. 

Get yourself a good book on tech- 
nical procedure of importing so that 
terms like C.1.F., F.0.B., F.A.S., C. & F., 
etc., will not be a foreign lingo. 
Otherwise you will find that the ques- 
tion of who pays the freight, packing, 
insurance, trucking, etc., may come 
home to an expensive roost right in 
your lap. Stay away from courses 
promoted by high pressure methods 
that set you up as an importer. At 
best, they are expensive ways of find- 
ing out low-priced information. 

There is a lot more I could write 
on the subject of product procure- 
ment but it all boils down to the fact 
that you—and nobody is going to do 
it for you—yourself must get off your 
piazza and go out scouring the world 

. starting in your own back yard 
and drawing progressively wider cir- 
cles until you hit something worth 
testing. 

No, there is no connection between 
how hard you work and what you 
make. You may find that product 
underfoot or it may come on a slow 
boat from the ends of the earth. All 
you have to do is keep looking, and 
testing . . . and while testing num- 
ber 1, look for number 2. You may 
find the million dollars on product 
number 1, or with product 1,000,000 

. or you may never find it. But 
keep looking. Someone is going to 
find it. Maybe you, maybe me. Cur- 
rently, | am testing a new product 
every two weeks. 

Well, I have to close now as I have 
run clean out of space . . . and any- 
how I must go down to the shoe- 
maker and get a new pair of soles on 
these “hunting” shoes of mine. @ 
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A DISGUSTING 
LETTER 


Harry Volk, Jr., as nearly every- 
one knows, operates an art studio in 
Pleasantville, New Jersey . . . and 
sells a syndicated art service by mail. 
On October 12, Harry sent me 
(H. H., Sr.) the worst letter I’ve ever 
read . . . and I’ve seen a lot of bad 
ones in my time. 


The letter came from the sales pro- 
motion manager of a large and sup- 
posedly reputable industrial equip- 
ment manufacturer. It was on the 
company letterhead. | won't reveal 
the name of the writer or the com- 
pany for I wouldn't be able to con- 
trol my temper or vocabulary in mak- 
ing comments. 


But here is the letter. Read it and 
shudder: 


Gentlemen: 

Sometimes I wonder—from the thoughts 
expressed by many people on your mailing 
list—just how much business you could do 
—if ever single face in your art work was 
not jewish. 

Your illustrations are good quality, but 
what do you think any management would 
do to an ad man who put a jewish illus- 
tration on a piece of company literature 
or in an ad, 

I have even heard this general criticism 
from people in retail advertising whose 
bosses are jewish. 

How about redoing just a few of your illus- 
trations to put them into the good graces 
of your actual business potential 

The sample you sent me this morning is 
just exactly what I mean. 


Very truly yours, 


(Signed by sales promotion manager 
under name of company.) 


Pasted to bottom of letter was a 
clip from recent Volk catalog .. . 
showing many face characters. The 
writer had drawn ink rings around 
many and in the margin had written 
labels, such as “Hey Oiving,” “Anna 
Lowenstein,” and “Izzy Goldstein.” 
I examined the drawings carefully. 
Only a diseased mind could have 
made such interpretations. 


But the day was made brighter 
when we read Harry Volk’s beauti- 
ful answer. Yours will be, too: 
Beauty, Mr. Blank, 


is in the eyes of the beholder. Ugliness, 
apparently, can be in the same eyes. 

At first I was tempted to dismiss your re- 
volting letter as the work of a crank but 
the fact that you sign it as the sales pro- 
motion manager of an apparently substan- 
tial American company indicates that | 
should make an effort to square you away. 
In the first place we draw Americans and 
it doesn’t matter much whether they might 
be Protestant or Catholic, Negro or Jew. 
As a matter of fact, up to this point we 
had never even given it a second thought. 
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Letter raised $10°,000 for New Church 


Feb. (54) REPORTER told how a Bott 
letter made new church possible for con- 
gregation of 105 families. Interested in 
sales letters? For reprint, write on I.h. 


“That Gellow Bott” 


~ Leo P. Bott, Jr., 64 E. Jackson, Chicago ’ 
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Just for the record, the writer is not a 
Jew nor are the two artists whose work 
you criticised. And as a further thought, 
most of our customers—including the very 
largest corporations in America—are not 
Jews. 
As for your solicitude on the condition of 
our business, please be assured that we are 
happily doing a wonderful job and grow- 
ing like mad. Because, perhaps, we use our 
business hours, our business stationery and 
our creative thinking to building a business 
and not to destroying a people. 
I regret, Mr. Blank, that we've had the 
misfortune of meeting through the mails 
and I am instructing our mail room to 
remove your name from our list. 
And may God have mercy on such a con- 
fused soul. 
Harry Volk Jr. Art Studio 
(signed) Harry Volk Jr., President 
The reason we print this is .. . 
sometime back in “Scuttlebutt”, we 
discussed the wave of intolerance and 
narrowminded prejudice sweeping 
the country. We opined that those 
with bitter hatreds did not belong in 
the advertising or sales promotional 
field . . . especially in writing direct 


mail copy. Hatred acts as a mental 
blinder. With it, you can’t see, think 
or write clearly. People like this dis- 
turbed sales promotion manager be- 
long in a mental institution rather 
than in an executive's chair. @ 


DIRECT MAIL BATTLEGROUND 
(Continued from Page 18) 


even analyzed the postal systems of 
most foreign countries as compared 
to our own. A fine job. 


Perhaps the best editorial we saw 
from all those around the country ap- 
peared in the St. Petersburg (Fla.) 
Times. It was composed by chief 
editorial writer, Warren Pierce, who 
knows his way around in direct mail 
as well as newspaper field. It de- 
serves reprinting (if we can find the 
space). 

The only thing any of you can do 
now is . .. support the organizations 
which are fighting in Washington in 
your interests . . . ACTMU 
DMAA ... MASA... PIA...or 
whatever your group happens to be. 
Just so they all work together for a 
common purpose. 


Two questions must be decided: 
(1) Does the Postmaster General 
have legal authority to ban third 
class mail at any time or for any 
reason? (2) Will Congress establish 
a permanent postal policy which will 
cover free and subsidized services 


by appropriations before fixing rates 
for the commercial services of the 
Department? Until those questions 
are answered favorably . . . we'll all 
be working in and on a continuing 
battleground. 


Summerfield has probably over- 
played his hand. He has managed, 
by his ruthless tactics, to get him- 
self in dutch with a large portion of 
the public, with postal employees, with 
the graphic arts industry, and with 
many members of Congress in both 
parties. 


Maybe New York printer, Frank 
Sohl, who writes poems for Eisen- 
hower, etc., could get inspiration for 
another wrapped around a theme 
something like, “Before summer fields 
are stripped of corn. . . . let’s hope 
Summerfield will be stripped of his 
horn.” For blowing, that is. 


P.S. Fred Gymer should send a 
set of his motto glasses to Arthur 
Summerfield . . . but instead of 
different mottoes, all eight glasses 
should bear this inscription: “My 
mind is made up, don’t confuse me 
with facts.” @ 
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SHORT SENTENCES 


We picked up this interesting item 
from the always stimulating Back 
Talk, h.m. of J.M. Kesslinger & As- 
sociates, 37 Saybrook Place, Newark 
2, N. J. 

Detroit Free Press offers these short sen- 
tences to prove that the brief technique is 
most effective: 

1) I love you. 

2) Dinner is served. 

3) All is forgiven. 

4) Sleep till noon. 

5) Keep the change. 

6) Here’s that five 

7) Won't cost a cent. 

8) You're elected. 

9) You wonderful man. 


10) We won! 
11) You beautiful thing. 
12) You sure don’t look your age. 


Bus Reed, Paul Bringe and others 


please note! @ 


MISS “LOVE LETTERS” 
OF 1957 CROWNED 


New York Financial Advertisers 
had a lot of fun at their April month- 
ly meeting (Lawyers Club, 115 Broad- 
way, NYC) at the hands of luncheon 
speaker Lawrence G. Chait, VP of 
R. L. Polk, 50 East 56th Street, NYC. 
Larry, prior to his most excellent Polk 
Market presentation, pulled a surprise 


Gaslight Girl Connie Morrow, chosen “Miss Love 
letter of 1957” by members of the New York Finan- 
cial Advertiser's Club is flanked by her Ladies in 
Waiting, as she receives from Lowrence G. Chait, of 
R. L. Polk & Company, the creed for the Post Office | 
Department regarding the delivery of love letters 
during these trying days for the PO. The Ladies in 
Waiting, all Gaslight Girls, are (left to right) Frances 
Dempter. Jean Valenti, Lila Cass. Marlene Manners. 
Man behind Mr. Chait is Mr. Donald Hassell, presi- 
dent of the N. Y. F. A. 
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3 & 24 HOUR SERVICE AVAILABLE 


FULL COLOR PRINTS 
for every purpose, toste ond budget 


A Division of JAMES J. KRIEGSMANN 


Ploza 7-0233 
165 West 46th St. 
ographers New York 19, N. Y. 


WE DELIVER WHAT WE ADVERTISE 


AUTO-COPY INDEX CARDS 3” x 5” 


Copies of lists. No carbon required. 
Special Offer 
$1.65 per thousand 
F. O. B. Rochester 


STYLOGRAPH CORPORATION 
205 West Main Street Rochester 14, N. Y. 


New Exclusive 
UNUSUAL 
MAILING LISTS 


65,000 Owners blue chip stocks who 
recently received dividends 

145,000 Subs and ex-Subs to a busi- 
ness periodical 

155,000 Owners, insured trucks and 
fleets: home or bus 

60,000 Buyers of Israel Bonds and 
Scrip 

120,000 Women piece workers, gar- 
ment union members 

175,000 Competitors, “Ask the Cam- 

era” Q. and A. series 

Buyers of bank stocks 

World Travelers, people of 

taste and means 

Contributors to religious causes 

in 1956 

Industrial execs, known mail 

order buyers 

Music lovers, buying all type 

records through various rec- 

ord clubs 

200,000 Women and older children, 

prize drawing contestants 

Foreign subscribers to U. S. 

magazines 

1956-57 Northern guests of 

Florida hotels and motels 

Retirees who inquired about 

buying homes, farm locations, 

etc., in South. 

Staff and Line Management of 

industrial plants: home add. 

1957 Amateur Radio Opera- 

tors 

73,000 TWX teleprinter subscribers in 
foreign countries 

We Speciauize: Foreign names; In- 

vestors names; Mail Order buyers 


and Subscribers names. 
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ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 
Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


Henry Hoke Direct Mail Library 


This is ao set of eleven 6 x 9 booklets 

something that has a place in every 
advertising library . something which 
explores thoroughly the many facets of 
Direct Mail. Sells for $12.50. This set will 
generate your thinking will enable you 
to build a powerful, effective, soles pro- 
motion program will help you lick 
some of your toughest sales problems. 


The Reporter, Garden City, N. Y. 


mail order houses 
magazine & book publishers 
direct selling companies 
catalog houses 
trade schools 


You can make 20% to 30% Net 
Profit Before Taxes with our 
direct mail promotions. 

We supply the complete mailing 
“package’’—you just mail. 


THE 
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DIVISION 


Suite 903 Merchandise Mart 
Chicago 54, Ill. 

Sellers of merchandise through 
direct mail promotion 
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Created and/or 
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Brochures team of experts 
Campaigns 


repass letter service 
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Typwritten letters 
Flyers 


A COMPLETE FULFILLMENT DEPT. 


A complete service from setting up 
your list through actual mailing, 
including preparation of Cheshire 
mailer strips, maintaining 
Addressograph, Pollard-Alling, 
Speedaumat, and Elliott systems. 
For additional information write, 
call or teletype 
AMERICAN PRESS 

200 S. 7th, Columbia, Mi i 

Gibson 3-9731 — TWX, CLBA Mo. 262 


EVERY SIZE STYLE GRADE 


24 HOUR DELIVERY—on plain envelopes 
48 to 72 HR. DELIVERY—on printed envelopes 


COMPLETE ENVELOPE IMPRINTING DEPARTMENT 

Staffed by envelope experts—fully equipped for high 
speed economical service to meet your most exacting im- 
printing requirements, including multi-color and specialties. 


FOR FREE SAMPLES 
AND PRICES—CALL 


ST 4-5200, 8866, 8867, 8868 


DIPLOMAT ENVELOPE CORP. 
DEPT.DM 23-23 BORDEN AVENUE, LONG ISLAND CITY 1, N.Y. 


contest out of his hat. He arranged 
for Financial Advertisers to select 
Miss Love Letters of 1957 from a 
bevy of five lovelies from New York’s 
Gaslight Key Club. 

Miss Connie Morrow won _ the 
crown and then read the “new” love- 
letter association's creed: “No postage 
shall be required on marriage pro- 
posals made by mail. 2. All Post- 
masters shall be required to set aside 
a special room for playing post office. 
3. Love letters shall receive free spe- 
cial delivery 7 days a week. 4. Single 
mailmen shall be required to date 
girls on their delivery routes. 5. All 
3rd class males shall receive Ist class 
handling. 6. Bachelors shall be taxed 
to pay the postal deficit. 7. Congress 
shall prohibit Postmaster General 
Summerfield to embargo love.” 

Mr. Summerfield . . . smile ! ! ! 


An Emotional Beginning 
For a Convention 

At the 36th annual convention of 
the Southern Graphic Arts Assn. 
(April 4-5-6, 1957, at the Battle 
House, Mobile, Ala.) , president Tom 
Morgan, Jr., started the proceedings 
in a most unusual way. He provided 
one of the most dramatic convention 
openers we have ever experienced. 

Tom Morgan, as many of you 
know, is president of The Litho- 
Krome Co., Columbus, Ga., the firm 
which produces those luscious, four- 
color pictures, such as the famous 
cheese and wine promotion used by 
Harris-Seybold Co. a number of years 
ago. 

He was elected president of the 
SGAA the previous year at Natchez, 
Miss., although he himself was not 
present .. . an odd occurence in any 
association. So his first public appear- 
ance before the association was rather 
unusual and he made it so by his 
opening remarks. We thought the 
copy was wonderful, so asked Tom’s 
permission to use it. He was somewhat 
reluctant, but here it is. Read it care- 
fully and you can imagine what it did 
in setting a friendly tone for the en- 
tire proceedings: 


Miracle At Meridian 

“There is something very special 
and dear to my heart that I want to 
tell you about at this time. I have 
chosen this moment to do so, because 
I wanted to speak, not only to the men 
of the SGAA, but to the ladies also. 
An Open Letter to the Members of 

the SGAA 

“It was just this time last year, that 
Marietta and our son Fred, were driv- 
ing from Columbus, Georgia, to Mer- 
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idian, Mississippi. | was flying to 
Meridian from Chicago. We had 
scheduled our plans to meet at the 
Meridian Airport and drive together 
on to Natchez. As you know, we never 
made it. 

“Thirty miles from Meridian, 
Marietta lost control of the car and 
slammed into a deep ditch. Fred suf- 
fered a concussion and was uncon- 
scious for 18 hours. He fortunately 
recovered rapidly and was back in 
school in a couple of weeks. Marietta, 
on the other hand, was badly broken 
up. At Rush Memorial Hospital, in 
Meridian, we spent eight long weeks 
the first time. 

“This entire group, everyone of 
you were the most thoughtful and 
considerate group of people I have 


ever known. You kept fresh flowers 
in her room every day. You showered 
her with letters and cards. Your tele- 
phone calls, wires, visits, but most of 
all your prayers, were a_ constant 
source of strength to both of us 
throughout those trying days. 

“There were the days of waiting in 
traction, the operations, then the peri- 
od in the wheelchair, the crutches, and 
finally the return in the fall for a 
checkup at Meridian. It was then that 
the miracle was realized. Marietta had 
expected to live for the rest of her life 
with the Smith-Peterson nail and 
anchor plate in her hip. Past medical 
cases proved that it would be neces- 
sary. Dr. Leslie Rush, her surgeon 
and inventor of the Rush stainless 
steel pins, knew that the metal in her 


shoulder would come out okay, but he 
too was resigned to the fact that the 
metal would remain in her hip. X-rays 
showed, however, that her hip was 
completely healed and that the metal 
was actually loose and giving no sup- 
port whatsoever. It was no longer 
needed. So Dr. Rush removed it and 
three weeks later Marietta walked out 
of the hospital. No wheelchair, no 
crutches, and not even a limp. We 
call it the Miracle at Meridian. 

“All of you were wonderful to us 
during that period. We are grateful, 
deeply grateful from the bottom of 
our hearts. There were two people 
who were more than wonderful and I 
want to thank them especially, now. 
They are Margaret and Charlie Ken- 
nedy. They were most attentive in 


MAILERS U 


CHESHIRE 


LABELING EQUIPMENT 


All addressing systems operate more efficiently, accurately 
and economically with the addition of this CHESHIRE 
machine to apply pre-addressed labels to envelopes, post- 
cards and pamphlets up to 11” x 141%". 

Speeds to 10,000 per hour save time, labor and errors. 
Mailers find this equipment invaluable. 


Investigate without obligation. 


AUTOMATIC 


CHESHIRE 


‘INCORPORATED 
1644 North Honore Street + Chicago 22, Illinois 


3 IDEAS for your direct mail campaign! ; 
am’ — © GIANT LETTER 
Posta r © POSTALGRAM SELF-MAILER 
cup your PRO f the eye of ii 
bis) 
‘wa 
AT 
US 
M 
ava 


call 


there is a way... 


to have your correspondence individually typed and 
signed with a perfect pen and ink facsimile of your 
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INTERNATIONAL BUSINESS SERVICES to sign 
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lieving executives from the time consuming, tedious 
task of signing their names innumerable times. 
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For more information about typing, signing, or com- 
plete mailing of your volume correspondence, write or 
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Cut Your Direct Mail Costs! 
Use Smart, New VOLKARDS 


Do a better job for less with VolKards — the 
quality stock cards at everyday prices. Dozens 
of designs and subjects to choose from includ- 
ing vacation announcements, change of phone, 
moving, etc. Blank creas can be imprinted by 
letterpress, offset, or mimeograph. Write for 
FREE SAMPLES and prices today. Special dis- 
counts to lettershops and printers. 


VOLK CORPORATION 
Pleasantville 24, New Jersey 
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SORTKWIK 
you'll never be without it! 


\ 


The INVISIBLE Fingertip Magic for 
SORTING, COUNTING, FILING 
UP TO 3 TIMES FASTER! 


Our repeat orders from banks, 
insurance companies, department 
stores and general offices are posi- 
tive proof that SoRTKWIK does the 
job of moving paper faster, cutting 
clerical costs. 

EASY TO USE! Just rub SoRTKWIK 
between thumb and forefinger un- 
til dry. Then see how easy it is to 
pick up papers. Long lasting 
supply... ONLY 50¢ 

At your stetioner or send $1.00 for 
TRIAL OFFER of two regutar size containers 


LEE PRODUCTS COMPANY 
Dept. RD-3 


2736 Lyndale Ave. So., Minneapolis, Minn 


every way. One particular thing they 
did which we didn’t even know about, 
was to issue progress bulletins and 
send them to all those who attended 
the Natchez meeting. Only a couple 
of weeks ago did we see one of these 
bulletins. Charlie and Margaret have 
our special debt of gratitude. 

“In closing, may I say this: We 
didn’t get to the convention last year 
and they made us president. So let this 
be a lesson to any of you who are 
planning on missing the convention 
next year. 


“May God bless all of you, 


Sincerely, 


Marietta & Tom Morgan” 


HOW TO BUILD 
BAD WILL 


One of our Canadian readers was 
justly indignant when he received a 
letter from a large American adver- 
tiser in answer to an inquiry. An ex- 
pensive advertisement had appeared 
in Business Week and other publica- 
tions. It offered to send literature 
about a special type of office equip- 
ment. Our Canadian friend answered 
the advertisement and received the 
following letter from which we are 
removing identifying remarks. 

“We thank you very much for your re- 
quest of recent date for our catalogue of 
metal business equipment. We are at the 
present time represented in Montreal by the 
Blank Blank Company, located at Blank 
Blank Street. Inasmuch as we distribute 
our products only through franchised deal- 
ers, we are not complying with your re- 
quest for a catalogue.” 

It would have been so easy to 
change the last discourteous sentence 
by stating that the Montreal dealer 
was being instructed to deliver the 
catalogue quickly. Some of these big- 
shot national advertisers certainly 
should conduct courses in letterwrit- 
ing for their dictators. @ 


LEONARD HOLLAND, former direct 
mail manager of Popular Merchandise 
Co., has left the Passaic, N. J. mail order 
house to join Allison Mailing List Corp., 
806 Lexington Ave., New York, N. Y., 
as new vice-president in charge of sales 
promotion. Len is remembered for his 
popular article in the February, 1956 
Reporter . telling how to improve 
your writing by becoming a copy critic. 
It was a hard-hitting analysis and con- 
structive review of incoming mail. We're 
sure Len will do a bang-up sales promo- 
tion job for Allison . . . the same as he 
did for many years, building the Popular 
Mail Order Club Plan. 


mae 
| 
| 
- 
| 
ge | 
| | 
| 
| 
= 
| 
4 
L 
; 
wert 
re 
A 
A 
be 
59 


Rates $1.35 per line 85¢ Situation/Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 


POLLARD-ALLING—3 line proofed and linked 
$25.00 per M. 


Advertisers Addressing System 
703 N. 16th St., St. Louis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
martin Advertising Agency, 15 E. 40 St. 
Vept. 33A, N. Y. LE 2-4751. Est. 1923. 


DIRECT MAIL EQUIPMENT 


Rebuilt & Guaranteed Addressograph-Speed- 
aumat-Elliott Addressing Machines. Grapho- 
types - Cabinets - Trays - Plates - Frames. Mimeo- 
graphs-Multiliths-Postage Meters-Tyers-etc. Sur- 
plus Equipment Purchased. 


James Eckstein 


326 Broadway, N.Y. 7, N.Y. HAnover 2-6700 


MAILING SUPPLIES 


CARBOFF . . . 3 x 5 Index Cards for mak- 
ing copies of mailing lists . . . while address- 
ing envelopes or letters. Self-copying, carbon- 
less—$1.70 per 1,000 f.0.b. Rochester, N. Y. 
Also CARBOFF self-copying papers. Samples 
and prices on request. 

Waxon-Carboff, Inc. 

8 Commercial St. 

Rochester 14, N. Y. 


MULTILITH, DAVIDSON PLATES 


3 for $10 Postpaid. Offset printing $3 M. 
Folding $6 for 10M pcs. Cash with order. 
Good work, quick service. ABC ENTERPRISES, 
2107 Market St., Phila. 3, Pa. 


PERSONALIZED LETTERS 


Letters to appear individually typed. 150 cop- 
ies at $6.00. Fill-in addresses 4c up. Person- 
alized Letter Service, New York City. Wi 7- 
6693. 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
now only 15c. Easy to set and align—sharpest 
reproduction. Free samples and details. A. A. 
Archbold, Publisher, Box 20740-K, Los Angeles 
6, Calif. 


FOR SALE 


Pitney Bowes Parcel Post Scales 
(Detecto Postometer Scale 8 #P-6762-B 
Pitney Bowes Letter Opener 
Model LA-3306 
Pitney Bowes Folding Machine & Stand 
FM-9978 
Pitney Bowes Mailing Machine 
RD-463117 
Speedomat Addressing Machine with Auto- 
matic Feeder 
Model #2605 
Graphotype, Model 6341 #227666 
The equipment is in good condition and 
will be sold F.O.B. Land O Lakes, Florida. 
For information write to Box 54, The Reporter. 


2—Model 1955 Addressographs — CE Plate 
Style — with suction feeders — will also 
take friction feeders — 24-position selec- 
tor—other extras. 
2—Model 6381 Graphotypes — 
(Elite Type). 
10—161 Cabinets with drawers — C Frame 
Style. 
Several thousand CE Frames. 
Write: Jack N. Goudy, Indianapolis 
Morris Plan, 110 East Washington 
Street, Indi lis, Indi 


85 Type 


20,000 “B’ 4E Frames $7 per M 3-6-12 Drawer 
Cabinets for Addressograph Frames. Make 
Offer for Lot or piece. B. T. Ananias, P.O. Box 
1083, So. Gate, Calif. 


Autotypist—Model 5100-72590, serial 67278N. 
Phone or write Suburban Propane Gas, Corp. 
Route 10, Whippany, N. J., TU 7-0500. 


COPY THAT PULLS 


Winner DMAA, Sales Management and other 
awards offers part time or free lance counsel 
and copy. Sound merchandiser gets results. 
Write Box 52, The Reporter. 


SITUATION WANTED 
STAFF man, college grad, 38 yrs. of age, for 
external, internal house organs, customer re- 
lations or direct mail. Competent writer, ex- 
pert correspondent. 15 years experience. Box 
51, The Reporter. 


SPEEDAUMAT EQUIPMENT 


Model 6740 Automatic Graphotypes with Model 
7740 Tape Perforators. 22 years old. Perfect 
Condition. Available Early June. Also 2600's, 
4100's, 4300's, 6340's, Span Notcher, 77 Drawer 
Cabinets. 


JAMES ECKSTEIN 326 BROADWAY 
HAnover 2-6700 


NYC 7 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 


Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
‘We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 


Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


LISTS 


MAILING LISTS—200,000 carefully selected 
names in Protestant Church field. Individual 
lists of prominent clergymen, laymen and lay- 
women, Religious Education Directors, Bible 
Teachers, Chaplains, and many others. For 
details write: Macfarland Co., Box 142-D, 
Westfield, N. J. 


Direct Mail Proven Buyers. Over 790,000 Alpha- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


CANADA’S BEST MAILING LIST 
275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 


STATIONERY SUPPLIES 


50 page illustrated wholesale price list on 
stationery, office supplies & equipment, graphic 
arts supplies, industrial staples, mimeo suppli 
good will gift and wrist watches is yours on 
request. Send for it! Pengad, Bayonne 4, New 
Jersey. 


HELP WANTED 


Fast growing mailing list house (Compilers) 
have several openings for experienced junior 
executives (male or female). If you have a 
good direct mail background write The Re- 
porter, Box #53. 


Experienced circulation man who knows ABC, 
direct mail promotion, newsstand sales, direct 
selling, and what makes farmers buy. Mid-west 
location. Give full details of background and 
experience. Write The Reporter, Box 55. 


WANTED 


Consumer Mail Order House to handle line of 
popular priced ladies skirts. Contact Arlene 
Fashions, 395 Broadway, New York 13, New 
York, Attn: Mr. Stern 
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ADORESSING 
A-PFive Letter Service 219 Griggs-Midway Bidg., St. Paul 4, Minn. (MI 6-1695) 
Address-O-Rite Stencil & Mach. Co., In 64 W. 23 St.. N.¥.C. 10 (OR 5-3240) 
Creative Mailing Service, lnc. 440 N. Main, Freeport, N. Y¥. (FR 9-2431) 
Merit Mailers . ..26 Sterling Street, East Orange, N. J 2-3900) 
Susser Typing & Mail. Serv...70-01 Queens Bl, Woodside 77, N. Y¥. (NE 99-7500) 


ADDRESSING MACHINES 


Addressing Machine & Equip. Co. 326 Broadway, N. Y. 7, N. Y. (HA 2-6700) 
Approved Business Machines Co...19 Hudson St.. New York 13, N. Y. (CA 6-6233) 
Elliott Addr. Machine Co.......155A Albany St., Cambridge 39, Mass. (TR 6-2020) 
Mailers’ Equipment Co............ 40 W. 15th St., N. Y. 11, N. ¥. (CH 3-3442) 
Saver & Wallingford............ 143 W. Broadway. N. Y. 13, N. ¥. (WO 4-0520) 


ADDRESSING — TRADE 


Addressing Unlimited Flushing, New York (HI 5-3191) 


Belmar Typing Service, “91-71 11ith St., Richmond Hill 8, N. ¥. (V1 6-5322) 
Susser Typing & Mail. Serv. ..70-01 Queens Bl, Woodside 77, N. Y. (NE 9-7500) 
Victor Addressing Corp 130 Flatbush Avenue, Brooklyn 17, N. Y. (ST 9-8003) 


ty ART 


A. A. Archbold, Publisher, 20740, Los Angeles 6, Calif. (RI 9-9062) 


Marry Volk Jr. Art Studio, ..1401 N. Main St., Pleasantville, N. J. (PL 4620) 
ADVERTISING ees MATCHES 
Match Corp. of America 3433-43 48th Pl., Chi. 32, Il. (VI 71-2244) 


ADVERTISING SPECIALTIES 
Chicago Advertising Rpestelies ¢ Co. 5754 W. Irving Park Rd., Chi. 34, Ill. (AV 3-4122) 
Gettier-Montanye, Inc ....Glyndon, Maryland (RElsertown 842) 


ANALYSIS, PLAN. LIST SELECTION. COPY, RESULT 
Troy M. Rodlun, T. & D. Rodlun, 1832 M St., N.W., Wash. 6, D.C. (RE 17-3433) 
AUTOMATIC MACHINE-ADDRESSING SERVICE 
Charlotte Letter Writing Co., Inc., 101 Wilder Bldg., Charlotte, N. C. (FR 6-3550) 
Merit Mailers 26 Sterling Street. East Orange, N. J. (UK 2-300) 


AUTOMATIC TYPEWRITING 
Great Neck Letter Service...... 3 Hicks Lane, Great Neck, N. Y. (GR 2-8843) 


Westbury Letter Service....... 2001 Wellington Court, Westbury, N. Y. (ED 4-2383) 
BOOKS 
Art & Tech. of Photo Eng. Horan Eng. Co. ... 44 W. 28, N.Y.C. 1 (MU 9-8585) 


Fred W. Hoch Associates, Inc... 461 Eighth Avenue, New York 1, N. ¥. (BR 9-0238) 
Reporter of Direct Mall... Tth, Garden City, Y. 


Dogs That Climb Trees . 100 
How To Cet The Right Start in Direct Advertising .. 1.50 
How To Think About Direct ail 1.00 
How To Think About Letters 1.00 
How To Think About Readership of Direct Mail 1.00 
How Diret Mail Solves Management Problems 1.00 
How To Think About Showmanship in Direct Mail 1.00 
How To Think About Mail Order SHsvevocevce . 1.00 
How To Think About Production and Mailing " . 1.00 
The Piain Jane of Direct Mail 
How To Think About Industrial Direct Mail : . 3.00 


CALENDARS, ART AND BUSINESS 
Gettier-Montanye, Inc. ........ Giyndon, Maryland (REisertown 842) 
CATALOG PLANNING 


Catalog Planring Co. .. 101 W. 55th N. Y. 19, N. (PL 17-1967) 
‘CHRISTMAS STATIONERY 
The Newbern Company .......... 207 W. Main &t., Arlington, Texas (AR 5-2207) 
CARDS 
Ghaw-Bhon, Inc. .........«5s 1465 Broadway, New York 36, New York (CH 4-0541) 


COPYWRITERS (Free Lance) 

7442 Hazeltine Ave., Van Nuys, California (ST 6-5537) 
P. Bou Jr. . esses 64 K. Jackson Bivd., Chi. 4, (HA T-¥187) 
Orville BE. Reed me N. State a. Howell, Mich. (Tel: 65) 
Alfred Stern .... ¢/o D&D Room 212, 147 W . 42nd St. N. Y. 36, N.Y. (BR 9-8300) 


DESIGNERS & PRODUCERS OF STEEL DIE enenaves STATIONERY 


Glenn L. Anderson 
Leo 


The Fredmark Company ....354 Blacksmith Rd., W., Levittown, N. Y. (PE 1-94¥5) 
“DIRECT MAIL AGENCIES 

Ahrend Asso iates, Inc. 601 Madison Ave., N. C. 22, (PL 1 0312) 

Homer J. Buckley ppaematae 108 N. State St., Chi. 2, Il. (St 2- 

The Buckley Organization National Bank Bidg., Phila. 7 

Chase Dire t Mail Service Corp.....12 EB. 46th St.. New York 17, N. ¥. (MU 7 3 

James Connell & Assoc...........+. 606 Mills Bidg., Wash. 6, D. C. (ST 3-173 

Dickie- Raymond, lune -eees470 Atlantic Ave., Boston 10, Mass. (HA 

Dickie-Kaymond, Inc ee 225 Park Ave., N. Y. 17, N. Y. (MU 


6 
‘4 
os. .21 Bast 40th Street, New York 1, N. ¥. (OR 9 
ee N. W., Atlanta 3, Ga. (JA 3-3398) 
Milwaukee 2, Wis. (BR 3-7 
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Direct Advertising Associ 
Direct Mail Services..... 
Duffy & Inc 


General Office Service, Inc. .. 7 Washington 1, D. C. (NA 8-5348) 
Graphic Service. ... Talbott Building, Dayton 2, Ohio (HE 4-133) 
Harrison Service Inc 210 East 50th Street, New York 22, N. Y. (PL 1-2820) 
Hickey-Murphy Div. of James Gray, Inc...216 E. 45th St., N. ¥. C. 17 000 
John M. Lord & Co. ‘ ll Beacon St., Boston 8, Mass. 

Merit Mailers ........... 26 Sterling Street, East Orange, N. J. (OK 2-3900) 
R. L. Polk & Co. .. 31 Howard St Detroit 31, Mich. (WO 1-9470) 
Repty-O Products Co. ..... T Central ark W., N. ¥ 23, N. ¥. (Cl 5-8118) 
Responda-Letter .......... 411 8. Sangamon Chicago 7. Il (MO 46-9878) 
Responda- Letter s 820 Fifth Avenue, New York 36, N. ¥. (MU 17-6359) 
Richardson-Shaw Inc., ....15555 W. MeNichols Rd., Detroit 35, Mich. (BR 3-3955) 
Maxwell Sackheim & Co., tne 545 Martison Ave.. N. 22. N. Y¥. (PL 1-315) 
Sales Letters, Inc 153 W. 28rd St., N. ¥. C. (WA 9-2680) 
Sande Rocke & Co., Inc. ... 91 7th Ave., N. ¥. C. 11 (WA 4-1551) 


J. B. Sands & Company 16 Brighton Ave., Boston 34, Mass. (ST 2-8947 


The Smith Company ........67 Beale St., San Francisco, Calif. om 1-6564) 
Lloyd F. Wood Associates ...1640 Wise. Ave., N. W., Wash. 7, D. C. (CO 5-9042) 
DIRECT MAIL CONSULTANTS 
James Connell & . (8ST 3-1732) 
Lawrence Lewis & Assoc. 175 Y. (OR 17-6868) 
Peter L. Shugart .. (DU 5-5421) 


William E. Smith {DA 3-4457) 


DIRECT MAIL EQUIPMENT 


Auto- Typist 2323 N. Pulaski R., Chicago 39, Ill. (EV 5151) 
Cheshire Mailing Machines Inc. 1644 N. Honore St., Chicago 22, , Tilinois 
Commercial Controls Corp. (Justowriter) 1 Leighton Ave., Ro hester 2, N 

BD. 5700 W. Touhy Ave., Chi. 31, Ill (RO 3-1900) 


Felins Tying Machine .3351 N. 5th St.. Milwaukee ee 16, Wis. (HI 5- 7131) 
National Bundle Tyer , Blissfield, Michigan (BL 162) 
Royal McBee Corp........ ehevecel Park ‘Avenue New York, N. Y¥. (MU 3-4800) 
Seriptomatic, Inc. .......... 3 St., Phila. 7, Pa. (WA 2-4213) 
Seal-O-Matic Machine -145 Hudson St., N.¥.C. (WA 5-0690) 


DIRECT MAIL — 4 COLOR PROCESS 
Encore Color Process 2 East 19th St., N. Y. 3, N. Y¥. (AL 4-3502) 


DIRECT MAIL SUPPLIES 


Fragrance Process Co. ........ 73 Sullivan Street, N. Y. 12, N. Y. (MO 3- sees} 
Lee Products cones 8. Minneapolis 8, Minnesota (RE 9080 
The Stylograph Corp........... 205 W. Main St., Rochester 14, N. .Y 


ELLIOTT STENCIL CUTTING 
Clear Cut Duplicating Co..... .. . 149 Broadway, N. Y. 6, N. ¥. (CO 17-3247) 


Creative Mailing Service ......... 460 N. Main St., Freeport, N. Y. (FR 8-4830) 
Swanson Direct Mail Service ..........-cseeceeeeeeeee Gloucester, Mass. (821-R) 
ENVELOPES 
American Envelope Mfg. Corp. ..... 60 Beekman St., N. Y. 38, N. Y¥. (WO 2-5040) 
Atlanta Envelope Co. Box 1267, Atlanta 1, Ga. (TK 6-3686) 


Berlin & Jones Co., 601 W. 26th St., N. ¥. C. 1 (WA 4-4400) 


ne. .. 
The Boston Envelope Co. .......... .397 High St., Dedham, Mass. (FA 5-6700) 
Colortone 2412 17th St.. N. W., Washington, D. C. 
Samuel Cupples Envelope Co. 360 Furman St., Brooklyn 2. N. ¥. (TR 5-6285) 
Cupples-Hesse Corp. ...... 1483 ‘Keosauqua Way, Des Moines is, lowa (AT 8-5737) 
Cupples-Hesse Corp. ....... 3633 Michigan Ave., Wetroit 16, Mich. (TA 6-7360) 
Cupples-Hesse Corp. .. .4175 N. Kingshighway, St. Louis 15, Mo. (EV 3-3700) 
Curtis 1000 Inc. .......... 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Wetroit Tullar Envelope Co.. ....2139 Howard St., Detroit 16, Mich. (TA 5-2700) 
Diplomat Envelop Corp...23-33 Borden Ave., Long island City 1, N. Y¥. (8ST 4-5200) 
Garden City Envelope Co...... 3001 N. Rockwell St., Chi. 18, Ill (CO 17-3600) 
Gaw-O'Hara Envelope Co. ...500 N. Sacramento Bivd., Chi. 12, Il (NE 8-1200) 
The Gray Envelope Mfg. Co...........55 33rd St., Brooklyn 32. N. Y. (ST 8-2900) 
Heco Envelape Co, 4500 Cortland 8t., Chi. 39, (CA 17-2400) 
Quality Park Envelope Company............. 2520 Como Ave., St. Paul 1, Minnesota 
Rovhester Envelope Co. ........ 72 Clarissa St.. Rochester 14, N. Y. (HA 2404) 
The Standard Envelope Co. (1600 E. 30th St., Cleveland 14, O. (PR 3960) 
Tension Envelope Corp. 19th & Campbell Sts., Kansas City, Mo. {na 1-0092) 
Tension Envelope Corp. . 22 Fifth Ave., N. Y. 36, N. Y. U 2-4644) 
Transo Envelope Co. ... 542 “Kimball Ave., Chicago 18, Til. 8-6914) 
Transo Envelope Co. .......... 22 Monitor St., Jersey City, N. J. (HE 4-1587) 
United States Envelope Co. ............ Springfield 2. pions (RE 6-7211) 
United States Envelope Co. .. .217 Broadway, N Y. (BA 17-5700) 
Wolf Detroit Envelope Co. ...... Dexter Bivd., Detroit $2, Ninth, (DI 1-2221) 
ENVELOPE SPECIALTIES 

Curtis 1000 Inc. ..... 150 Vanderbilt Ave.. W. Hartford 10, Conn. (JA 2-1221) 
Du-Plex Envelope Corp. ...... 3026 Franklin Bivd., Chi. i2, Il. (NE 8-1200) 
Garden City Envelope 3001 N. Rockwell St., 18, Ill. (CO T-3600) 
Heco Envelope Co. .........050000 4500 Cortland St., Chi. 39, Ill. (CA 17-2400) 
The Sawdon Company, Inc.. .480 Lexington Ave., N. Y. 17, N. ¥. (PL 5-2516) 
Tension Envelope Co. ...... ‘19th & Campbell Sts.. Kansas City 8, Mo. (HA 1-0092) 

Wolf Envelope Co. ..... 1749-81 E. 22nd St., Cleveland i, 0. (PR 1-8470) 

FOREIGN MAILINGS 
Sande Rocke & Co., Ime. .......6060000s 91 Tth Ave., N. ¥. C. 11 (WA 4-1551) 
Henry Webel & Scarsdale, N. Y. 
IMPRINTERS — SALES LITERATURE 


Merit Mailers ..........+++ 26 Sterling Street, East Orange, N. J. (OR 2-3000) 


INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Service. . 829 Newark Ave., Elizabeth, N. J. (EL 4-3887) 


Bonded- Nationwide. ............. 753 4th Ave., Brooklyn 32, N. Y. 8-4819) 

Coupon Service Corp. ............ 37 East 18th A 3, N. ¥. (OR 383-0160) 

Drumeliff Advertising Service .... Hfillen Kd., Towson 4, Md. (VA 3-7290) 

Mailmen Incorporated....... .....37 Cottage Row, Glen Cove, N. Y. (OR 6-0460) 

Merit Mailers ...........+.. = ‘Sterling Street. East Urange, N. J. (OR 2-3900) 

West. Emp. Dir. Adv. Co 12 Howard St.. San Francisco 5. Calif. (GA 1-8500' 
Le & POST CARDS 

Sande Rocke Co., Inc..........6+6+++ Tth Ave., N.¥.C. 11 (WA 4-1551) 

LABEL pasTens 

Potdevin Machine Co...... Teterboro, N. J. (HA 8-1941) 

Allen Hollander Ems... 385 Gerard Ave., N. Y. 51, N. (MO 

Denmison Mig. CO. . Framingham, Mass. 3- 

M. E. Moss 4. ...119 Ann Hartford 3 

Penny Label Co. 


9 Murray St., N. Y. 
Tompkins Label Service .1518 Walnut "st. Philadelphia’ 2, Pa. 
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Hewig Co . W. 45th St., N. Y¥. 36, ¥. (JU 2-2186) 
Robert Straub & Co. .... we Bivd., Chicago (WA 2-1881) 


LETTERHEADS 


Brunner, Inc. » Retntwe ee: 1010 Jefferson Ave., Memphis. Tenn. (BR 2355) 
Woodbury & Co., adwick Square, Worcester 5, Mass. (PL 4-1721) 


LETTERS 


Responda- Letter 411 S. Sangamon S8t., Chicago 7, Ill. (MO 6-9878) 
Kesponda - Letter : 20 Fifth Avenue, New York 36, N. ¥. (MU 77-6359) 


LIST FULFILLMENT SERVICE 


American Press 200 8S. 7th, Columbia, Mo. (GI ; 


MAIL ADVERTISING SERVICES (Lettershops) 

CHICAGO 

320 N. Dearborn St. (10) (SU 7-1722) 
Kepass Letter Service ---29 So. Wabash Ave, (3) (CE 6-4000) 
The KRylander Co. Jackson Bivd., (6) (FPR 2-5953) 
CLEVELAND 

Cleveland Letter - 740 W. Superior, (13) (SU 1-8300) 
Robert Silverman, oe ...1270 Ontario Street, Cleveland 3, Ohio (CH 1-6575) 
Auvertising Distributors of America, Inc 834 Bagley Avenue 
Advertising Letter Service ....... 230 Jefferson East, (7) (LO 
Curtis 6th Floor—Marquette Bldg. (26) (WO 3-0583) 


.431 Howard St. (31) (WO 1-9470) 
East ORANGE. JERSEY 
26 Sterling Street (OR 2-3900) 
Automatic Mailing Service. 829 Newark Ave., Elizabeth, N. J. (BL 4-3887) 
HOUSTON 
Premier Printing & Letter Serv. 


GELES 
Mailing Serv...... 2890 W. Pico Blvd. (6) (DU 5-5421) 
.-381 W. Center St. (Tel: 2-1187) 


620 Texas Ave., (2) (CA 7-4145) 


The Carr <rbaention 1319 North Third St., Milwaukee 12, Wisc. (BR 6-4246) 

MONTREAL. CANADA 

Commercial J & Litho Ine 359 St. James St. West (AV 8-0297) 

NEWARK, NEW JERSEY 

Automatic Mailing Service Inc. 560 Belmont Ave., (5) (TA 4-0891) 
Ew YORK CITY 

Advertisers Mailing Serv., Inc. 45 W. 18th 8t. (AL 

Ambassador Letter Serv. Co. .. . 1l Stone 8t., 

Cardinal Direct Mail Corp. 2 Broadway, 

Century Letter Co., Inc. 

Chase Direct Mail ‘Service Corp 
Mary Ellen Clancy Co. 

Coupon Service Corp. 

Elite Letter Co., Ine. ll 

Mailograph Company, ° 39 Water ‘Street, New 

Tyme Letter Serv. ‘43 East 19th St., (3) (AL 4- -0174) 


PHILADELPHIA 

Connelly Organization, Ine. 1010 Arch St., (7) (MA 17-8133) 
Woodington Mail Advertising Serv. 1304 Arch St., (7) (RI 6-1840) 
PITTSBURGH 

Adverisers Associates Inc. 
ROCHESTER 

Ayer & Streb 

SAN FRANCISCO 

The Letter Shop 
WESTFIELD, NEW JERSEY 
Union County Business Bureau 
OSLO/NORWAY 
Ekspedisjonsentralen A. 


1627 Penn Ave., (22) (AT 1-6144) 
--15 South Ave., (4) BA 5-6340) 
67 Beale St. (SU 1-6564) 


Elm St. (WE 2-8393) 
...Raadhusgaten 


MAILING LISTS — BROKERS 
Archer-Bennett List Service, Inc. 140 W. 55th St., N. ¥. 19, N. ¥. (JU 6-3768) 
Barbara H. Boynton & Staff ..444 Market St., San Francisco 11, Cal. (YU 6-2378) 
George R. Bryant Co., Inc.... Tl Grand Avenue, Englewood, N. 200 
George R. Bryant oe "122 East 7th Street, Los Angeles 14, 
The Coolidge Co. 6 East 23rd St., N. Y¥. C. 
Dependable Mailing Lists Inc. 381 4th Ave., N. Y. C. 
Walter Drey, 333 N. Michigan Ave., 
Walter Drey, Inc. 2 4th Ave., N. 
Dunhill Int'l List Co., Inc.... 55 East Washington St. Chicago 2, 
CB. 160 Engle St., Englewood, N. J. (BR 0461) 
Willa Maddern, Inc. ° 215 4th Ave., N. ¥. 3, N. ¥. (SP 7-7460) 
Mosely Mail Order List Serv. ... 38 Newbury St., Boston 16, Mass (CO 6-3380) 
Names Unlimited, Inc ..852 Fourth Avenue New York 10, N. Y¥. (MU 6-2454) 
D. L. Natwick Co. 136 W. 52nd St., N.¥.C, 19 (CO 5-8616) 
People in Places, ° East 33rd St.. N. Y. 16, N. Y. (LE 2-3956) 
Planned Circulation 19 West 44th St... N. Y. 36, N. ¥. (MU 17-4158) 
Roskam Advertising ep ..1430 Grand, Kansas City 6, pee. (HA 1- 6469) 
Sanford Evans & Co., ; 156 Lombard Ave., Winnipeg 2, Manitoba, C : 
William Stroh, Jr. .... .568-570 54th St., Wert, New York, N. ° 
James E. True Assoc. 419 4th Ave. N. ¥. 16, N. ¥. (MU 
World Wide Services -520 5th Ave., New York 36, N. Y. (MU 2- 5844) 


8870) 
(MU 4-4991) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE: COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OF COMPILERS & OWNERS 
All-Pets Magazine, .....P. O. Box 151, Fond du Lac, Wisconsin (WA 2-0080) 
Direct Mail Users 18,500 (Reporter of DM) 
Dog Owners List 2,000, Empire) 
Gile Letter Service....723 Third Avenue South, Minneapolis 2, Minn. (FE 3-3471) 


MAILING LISTS — COMPILERS & OWNERS 


Active Equipment Supply 1308 Jericho Tpk., New Hyde Park. N.Y. Ata} 3-4702) 
Albert Mailing Lists 120 Liberty St, © . ¥. (RE 2-7573) 
Allison Mailing Lists Corp. 806 Lexington Ave., N. a Ss. (TE 2- 
All-Pets Magazine, Inc Wisconsin (WA ; 
Associated Advertising Serv ° 
Bodine’s of Baltimore . Baltimore 2, 
Bookbuyers Lists 63 * 
Buckley - Dement Chicago 6, Ill. 
Catholic Laity Bureat 5 2A 
Creative Mailing Service . ..460 N. Main St., Freeport, N. Y. 
Directory of Assns., Gale Res 1116 Book Tower, Detroit 26, Mich 

Walter Drey, 333 N. Michigan Ave., 

Walter Drey, Inc 257 4th Ave., N 

Dunhill International List Co. 565 Fifth Ave., 

Drumeliff Advertising Service . Hillen Rd, . 4, a. v ~7290) 
Eli Kogos Webster, Mass. (WE 2780) 
E—Z Addressing 83 Wasi hington St., Y. 6, N. ¥. (HA 92-9492) 
Fairchild Lists, “patrehitd Pubs., Inc...7 E. 12th St, Y. (AL 5-5252) 
Gile Letter Service 23 Third Avenue South, Minneapolis 2, * Minn (PE 3-3471) 


Fritz 8S. Hofheimer 2 b. 22nd St., N. ¥. 10, . (OR 4-6420) 
Industrial List Bureau ooee - . Webster, (WE 27380) 
Jewish Statistical Bureau : way, “New York 7, N. Y¥. (BE 3-4239) 
Mailmen Incorporated Cottage Row, Glen Cove, N. Y. (OR 0460) 
8169) 
-3900) 
-2900) 


Market Compilation Bur 11834 Ventura Bivd., N. Hollywood, Cal. (ST 
Merit Mailers . 26 Sterling Street, East Orange, N. J. (OR 
Montgomery Engineering Co . 8500 - 12th St, | 6, Mich. (TR 
Official Catholic Directory 12 Barclay St.. N. ¥ (B 
2432 Grand Concourse, N 

77-14 138th St, Flushing 67, N. 


Palmer Lists 

Paramount Mailing Lists 
Kh. L. Polk & Co sant Howard St., Detroit 31, Mich. 
lower- Electrical - Process News 5 Wyoming Ave., 

Precision Equipment Co. 3716 Milwaukee Ace., 

n. L. Rashmir 11834 Ventura Bivd N. Hollywood, 
Reporter of Direct Mail / 24 Tth St., Garden City, N. 
The Speed Address Co. 48-01 42nd ‘Bt., Long Island City 4, 
William Stroh, J 568-570 54th St., West New York, 

W. E. Watson pGeconee 209 Nassau Road, Roosevelt, New Yor 

5 East 26th St., N. ¥. 10, N. ¥. (MU 


Zeller and Letica, Ine.. 


MAIL ORDER AGENCIES 
James Connell & Assoc. 606 Mills Ay , Wash. 6, D. C. (ST 38-1732) 
MAIL ORDER CONSULTANT 
James Connell & Assoc. 606 Mills Bidg., Wash. 6, D. C. (®T 3-1732) 
llerbert L. Kellner & Associates, 431 8. Wabash Ave., Chicago 5, Ill. (HA 17-4144) 
Whitt Northmore Schultz 1115 Old Elm Lane, Glencoe, lil. (VE 5-3193) 


Pollard-Alling Mfg. C 220 19th St., N. N. Y. (CH 3-0692) 


MATCHED STATIONERY 
Tension Envelope Corp. ....... 19th & Campbell Sts., Kansas City, Mo. (HA 1-0002) 


Sloan-Ashland Div. Elec. Eng. Prod Mdse. Mart, Chicago 54, Ill. (DE 17-0717) 


MACHINE 
Addressing Machine & Equip. Co. .....326 Broadway, N. Y. 7, N. ¥. (HA 2-6700) 


SUPPLIES 
Chicago Ink Ribbon Co. S. Wells Street, Chicago 6, Dl. (ST 7800) 


OCCUPANT MAILING & NATIONAL 
Advertising Distributors of America, In Bagiey Ave., Detroit 26, Mich. 
Merit Mailers 26 Sterling St., "Rent Orange, N. J. (OR 
West. Emp. Dir. Adv. Co. 612 Howard St., San Francisco 5, Cal. (GA 1-8500) 


MIMEOGRAPHING 
Surety Letter Service 7 East 42nd St., N. Y.. N. ¥. (MU 2-5377) 


PACKAGING 
Coupon Service Corp. .. ..37 East 18th St.. N. Y. 3. N. ¥. (OR 3-0160) 
Merit Mailers East Orange, N. J. (OR 2-3900) 


MANUFACTURERS 
American Writing Paper Corp... . een Holyoke, Mas 
Meade St., Appleton, Wis. 
Byron Weston Company Dalt 
Curtis Paper Company 
Eastern Corporation 
Fraser Paper, Limited ° 
W. C. Hamilton & Sons 
Hammermill Paper Co. 
Howard Paper — 
International Pape 
Kimberly-Clark ee 
Mead Papers, Inc 7 Fine Street, 
Mohawk Paper Company ee eee 
Neenah Paper Co. ...Neenah Wis. 
Nekoosa-Edwards Paper Co. . n Port Edwards, Wis. 
Peninsular Paper Co. nti, Mich. J 
Rex Paper Co. ..-Kalamazoo 99, Mich. (Tel: 
Rising Paper Co. Housatonic. Masa 
The Sorg Paper Company .. ddletown, Ohio 
Wausau Paper Mills Co. 111 W. Washington, Chicago, Ill. (FI 6-4786) 


PARCEL POST MAILING BOXES 
Corrugated Paper Products Inc., 2235 Utica Ave., Brooklyn 34, N. ¥. (ES 7-6112) 


PERSONALIZED GRAM 
Sande Rocke & Co., Inc. Tth Ave., Sve. 11 (WA 4-1551) 


PHOTO ENGRAVERS 
44 W. 28th St.. New York 1, N. Y. (MU 9-8585) 
PHOTOGRAPHERS 

165 West 46th Street, New York 19, N. Y¥. (PL 17-0233) 

POST CARPS 
Encore Litho, 52 East 19th St., N. Y. 3, N. Y. (AL 4-3502) 


Ine. . 
Plastichrome-r, by “Goiourpiet ire Publishers 
390 Newbury St ton 15, Mass 


PRINTING — 
Encore Litho, Ine. t 19th 
Largene Press, 124 Street 
Sande Rocke & Co., Inc. 91 7th Ave., N. ¥. c. 


PRINTERS — LETTERPRESS & LITHOGRAPHY 
Merit Mailers 26 | Sng Street, East Orange, N. Y. 
92 Ises Lane, Hackensack, N. 
Paradise Printers ..... Sovrccvcececcvecsecssoasesesoes Paradise, Pa. (OV T- 3209) 


SALES PROMOTION COUNSEL 
606 Mills Bidg., Wash. 6, D. C. (ST 38-1732) 


SEASONAL STATIONERY 
109 Market Pi., Baltimore 2, Md. (PL 2-4806) 


Horan Engraving Co., 


JIK Copy Art 


James Connell & Assoc. 


Arthur Thompson & Co. 


rea FULFILLMENT SERVICE 
Fulfillment Corp America 
Globe Fulfillment 
Merit Mailers 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co....... 9900 Clinton Rd., Cleveland 9. 0. (AT 1-4122) 
The Henry F. Henrichs Publications, The House of Sunshine. ..Litchfield, Ill. (296) 


TRADE ASSOCIATIONS 
Direct Mail Advertising Assn. . 3 E. 57th St.. N. Y. C. 22 (MU 8-7388) 
MASA International 18120 James Gouzens, Detroit 35, Mich. (UN 4-3545) 
Nat'l Council of Mail. List Brokers, 55 W. 42nd St., N. Y¥. 36, N. ¥. (PE 6-0615° 
TYPOGRAPHERS 
305 East 46th St.. N. ¥. 17, N. ¥. (MU 8-2445) 


VISUAL PRESENTATIONS 
Direct Advertising Associates....21 East 40th Street, New York, N. Y¥. (OR 9-0638) 


Rapid Typographers, Inc 
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Save up to 80% in type composition 
with the Friden Justowriter® 


REPRODUCER 
RECORDER 


You can save by installing the Justowriter automatic tape-operated 
composing machine in your office. With the Justowriter it is no longer 
necessary to buy costly typewriter or hot metal composition. Any typist 
can set clean, sharp, justified (even margins) professional composition 
right in your office. Copy can be set directly on any duplicating master 
or reproduction proof paper. 


This means that you can save money on every printing job, large and 
small. You can set justified composition for all the applications listed at 
the right....and many more too. 


It’s as simple as this: One keyboarding on the Justowriter Recorder 
produces visible copy and a punched paper tape. The tape operates the 
Justowriter Reproducer to set sharp, justified, direct image plates or 
reproduction proofs....automatically at 100 words per minute. Fourteen 
different type styles are available in sizes from 8 to 14 point. Author’s 
alterations or changes can be made easily by duplicating the tape. 


Hundreds of companies are now saving upto 80% in composition costs 
with the Friden Justowriter. Write today for actual cost-saving facts. 


The above copy was set on the Justowriter in 10 point Book type. 
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For Busines> 
——”— Friden Calculating Machine Company, Inc. 


COMMERCIAL CONTROLS CORPORATION (Subsidiary) 
Sales and service throughout the world DEPT. ROM-57, 1 LEIGHTON AVE., ROCHESTER 2, N.Y. 
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Clearwater, Florida 
May, 1957 
FUROR, CONSTERNATION, CONFUSION .. . are 


only a few of the words to describe the state of mind of 
direct mail people during the first week of April. 

I had just returned to the Frontporch from a week in 
New York, attending Direct Mail Day on March 27, doing 
visiting and chores around Garden City office, spending 
one day in Washington attending the House Post Office 
Committee hearings on postal rate increases. Had pocket- 
ful of notes for Scuttlebutt and other items. Got back just 
in time to have a farewell dinner with Ed Mayer and his 
family, who had been vacationing in Clearwater. Ed broke 
the news I hadn’t yet seen in the newspapers . . . PMG 
Summerfield’s threat to embargo all Third Class mail 
immediately unless he received an additional $47,000,000 
deficiency appropriation. We couldn't believe _ it! 
Impossible ! 

But phone calls to Washington and New York confirmed 
first reports. The embargo would take effect Saturday. 
April 6. I urged our northern friends to file suit for an 
injunction, a mandamus, or whatever it’s called. On Fri- 
day, April 5, I was told by phone from Washington that 
Deputy PMG Stans had agreed to put off the embargo for 
another week (until the 13th) to give mailers with print- 
ing in process a chance to get their stuff into the mail. 

I was scheduled to appear as closing luncheon speaker 
on Saturday, April 6, in Mobile, Alabama, at the Southern 
Graphic Arts Association Convention. I was tempted to 
wire president Tom Morgan, saying what’s the use making 
a talk to printers when most of them would be out of 
business soon. But I’m glad I went to Mobile. A fine con- 
vention. Most of important southern printing executives 
there. Also present, many representatives of paper mills, 
paper merchants and printing equipment manufacturers. 

Before lunch, I questioned many of the delegates and 
found they didn’t know the real meaning of the Summer- 
field ruckus. They had been conventioning for four days 
and had only read the headlines, showing “Mail Service 
to be Curtailed”. They thought it meant number of deliver- 
ies, etc. They hadn't read the small print about the 
embargo on direct mail . . . meaning their beautiful house 
magazines, catalogs, brochures, annual reports, mailing 
pieces of all kinds, (on display around the mezzanine of 
the Battle House). 

So I changed my talk around and gave them the facts 
of life about Summerfield and his threats. Gave them hell, 
too, for indifference and warned them they better get to 
work on their Congressmen. I challenged Summerfield’s 
constitutional right, in the executive branch, to eliminate 
any one class of mail established and priced by the 
Congress. 

A reporter for the Mobile Press picked up the story and 
it was on the front page by midafternoon as I drove out 
to the airport. Not much about direct mail . . . but a lot 
about Summerfield. When I picked up my car at Tampa 
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The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


Airport at 9 PM, turned on radio and heard that Harry 
Maginnis of Associated Third Class Mail Users had issued 
a statement threatening injunction action against Summer- 
field. Also listened to Summerfield broadcasting that he 
did so have the right to eliminate Third Class mail; his 
lawyer had told him so. 

Sunday evening, a group of us gathered around the 
television to watch Summerfield put on his fumbling, 
bungling show and hear him say, “We've decided to elimi- 
nate Third Class mail because it would hurt the least 
amount of people”. Meaning . . . that it’s a small matter 
to ruin 35,000 printers, 5000 lettershops and hundreds of 
thousands of businesses by upsetting their mailing 
schedules and advertising budgets. 

The following week was a shambles on the frontporch 
and elsewhere. Phone calls galore; listening to stories of 
printing orders held up on account of the threatened 
embargo, complete confusion over mailing schedules; 
reading carbons of letters and wires to members of Con- 
gress; reading newspaper clippings of stories from Wash- 
ington and editorials from around the country. What a 
mess! (See page 17.) 


SADDEST MESSAGE OF THE MONTH. .. telegram 
from Kansas City waiting for me on arrival from Mobile, 
Alabama: “Karl Koerper passed away late last evening” 
(April 8). Newcomers won't place Karl . . . but oldtimers 
will. At his death, he was executive vice president and 
general manager of Kansas City Power & Light. Back in 
the early 30’s he was a salesman for the Greiner-Fifield 
Lithographing Company and became an_ enthusiastic 
booster for direct mail. When president of the Kansas 
City Ad Club, he beat the bushes to bring the 1935 DMAA 
convention to his hometown. This reporter, then secretary 
of the DMAA, and Karl had to fight newspapers, city 
officials and union stewards to get the new auditorium 
finished in time for convention. Just made it with only one 
day to spare. We were all wrecks after that near catastrophe. 

Karl served for a time on DMAA board, but eventually 
left printing and became vice president of a broadcasting 
company ... then on to latest bigger job. On the way up, 
he headed the Chamber of Commerce and many other 
civic organizations. His spirit and drive were irrepressible. 
Never forgot his old direct mail pals. Had reunions with 
him during a number of trips either to Kansas City or 
in New York. He leaves an unfillable vacuum in friend- 
ship. His many friends are joining wife Ferol in mourning 
the passing of a great guy. 


A CONSIDERABLE AMOUNT OF FRONTPORCH 
concerns correspondence received as a result of Paul 
Bringe’s series of monthly articles, in which Paul attempts 
to analyze current selling letters and revise them. A few 
people have kicked strenuously about having their letters 
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used. Some have claimed we have no right to use their 
letters without permission. All of the cases so far have 
been straightened out by subsequent correspondence . . . 
and the kickers admit they like and profit by the series 
when someone else is being criticized. 

Now listen, folks! When Paul Bringe and I first dis- 
cussed this series, we knew there would be criticism of his 
criticisms. But we wanted to be helpful. Best possible way 
to teach is by definite example. We didn’t want to hurt 
anyone. The Reporter is not a general public forum. It’s a 
rather close-knit circle of conscientious people who want 
to make direct mail better. All of you should be willing to 
take kindly criticism as well as praise. 

Concerning the legal angle . . . Paul and | carefully 
avoid criticizing any personally-typed letters. They could 
be considered privileged and any reproduction without 
permission might be construed by an extremely sensitive 
mind as an invasion of privacy. But when a letter is multi- 
graphed or printed and sent out broadcast in the mails 
(without copyright notice), it is considered in the public 
domain. We, as publishers of news and editorial matter, 
are priviledged to reprint such literature with appropriate 
comments. 

So please . . . don’t let your blood pressure soar if one 
of your form letters happens to be selected for analysis. 
We think Paul is doing 2 geod job. He agrees that any 
sales letter can be written 4d rewritten in many different 
ways. His revision may noi be the best way. But in each 
revision, he is trying to emphasize one or more points 
which should have been considered before the original 
letter was written. 

In spite of the deluge of mail we have to read, we'd 
like to hear from more of you on the Paul Bringe series. 
Do you want it continued? Can you take criticism? Or are 
we on too dangerous grounds? 


HEARD OF ONE EVENT IN NEW YORK which 
must be mentioned . . . discreetly. For many months, 
behind the scenes, there have been rumblings of a nasty 
list-stealing case. Many important people were involved. 
Most . . . innocently. That is, the fellow who originally 
swiped lists from other people, sold them to someone else. 
They, in turn, sold or rented them to large reputable 
mailers, who were subsequently suspected of list swiping. 
Pete Hoke of The Reporter heard about it first from one 
of the original owners. He submitted all his facts to the 
National Council of Mailing List Brokers, now headed by 
James True, with Felix Tyroler as executive secretary. 
Felix carried the ball from there. He insisted that Council 
take action as a group (something not done in the past). 
Council appointed a committee of three to call on suspect 
and demand an accounting of his list. Irrefutable evidence 
was found to prove he had stolen several lists. The culprit 
confessed and signed an agreement guaranteeing return of 
all names copied and paying damages of $1,000 to the 
injured party. We have a copy of the agreement. Only 
thing we don’t like is the attorney’s insistence on sticking 
in the word “inadvertently” before the word “copied”. 

We are writing this item, without mentioning names, 
(1) as a warning to others who may be tempted to steal 
or “inadvertently” copy a rented list and (2) also to com- 
pliment the National Council of Mailing List Brokers for 
their prompt and decisive action. 

Jim True and other brokers tell me that this will be 
fixed policy in the future. On any cases reported . . . the 
Council will appoint a committee, make an investigation, 
demand an accounting, and try for a complete settlement. 


Anyone stealing a list is a fool. Every list has coded 
dummies. The stealer is bound to be caught. After being 
caught he can no longer rent or put his own list up for 
rental. He is out of business for all practical purposes. 
So pass the word along. 


ANOTHER CONTROVERSY has been raging recently 
over the article in the March, 1957, Reporter by Chet 
Sloane about substituting charity donations for Christmas 
gifts. There have been long letters from specialists in 
business gifts, such as our friend Gabriel Tauber of Wash- 
ington, D. C., who sent copy of Sloane’s article to officers 
of the Advertising Specialty National Association. Dan 
Bagley, Jr., of Lakeland, Florida (specialty advertising) , 
came over to visit on the frontporch and show us an ar- 
ticle of rebuttal to Sloane. 

To all of these fine folks . . . we've tried to explain 
patiently that we meant no harm to a brother medium . . . 
the specialty, premium or gift suppliers. Chet Sloane was 
talking about the chaos which has developed in the big 
metropolitan centers. The competition to outdo compe- 
titors in giving gifts reached alarming proportions. Cases 
have been reported where Cadillac cars have been given 
to a well-placed customer employee who could channel 
juicy orders. One rumored case involved a completely 
furnished, free house in Westchester. Liquor is given by 
the case or carload (automobile). Some companies have 
gone to extreme limits in buying expensive jewelry or 
fancy food collections, which are nothing more than 
bribes for future business or kickbacks for past business. 

That’s why so many large business organizations are 
mailing letters before Christmas each year demanding 
that suppliers refrain from gift-giving to employees. The 
Chet Sloane solution wasn’t original. We've reported on 
a number of similar cases in past years. The Circulation 
Associates story was the first authentic case history re- 
port. That’s all. 

I can’t see that a rebuttal by the specialty people would 
do any real good. If anything, the Chet Sloane story 
should strengthen the case for the advertising specialty 
fellows. Advertising specialties certainly cannot be con- 
sidered as bribes or kickbacks. They are considered by 
everyone I know as friendly, continuing advertising ges- 
tures. Oftentimes, more potent than a printed selling ap- 
peal. Some of the best users of advertising novelties use 
them continuously throughout the year (like Lew Kleid 
and Charlie Binger). Some of the best gadget campaigns 
have involved the use of advertising novelties. 

Let’s get it straight. The Reporter has nothing what- 
soever against the advertising novelty or gift business. 
It is part and parcel of the direct mail or direct adver- 
tising business. Instead of a rebuttal to Sloane . . . I’m 
asking friends Tauber, Bagley et al., to dig me up a couple 
of good case histories (how-to stuff) on the use of ad- 
vertising specialties in a direct mail campaign, or in any 
type of a planned selling promotion. Then let’s forget the 
controversy over whether Christmas gift-giving has been 
overdone or not. 


Good Luck Always 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 
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... years before 
the first postage 


stamp was printed .. . 


BERLIN & JONES 


was a 
going 
envelope 


concern. 


A table in the back room of a stationery 

store cradled this sturdy infant. On 

this table 25 sheets of paper were piled 

up, topped off by a tin form. 

Here, on rainy or slack days, one of 

the clerks would busy himself, 

cutting through the paper with his 

pocket knife, using the outline of 

the tin pattern as a rule. These paper 

blanks he passed on to the other clerks 

who folded them into envelopes by hand. 

As primitive as it was, this method of envelope 
production filled the bill back in the early 1840's. 
Now, as then, we continue to bring you... 


2 finest envelope at the lowest possible cost. 


Soon expansion followed expansion, where today 
our capacity is more than 5 million daily. Now 
as a leader in the envelope industry — 
manufacturing all types of business envelopes — 
we’re still eager to serve the further development 
and growth of American enterprise. 


BERLIN & J ONES 601 west 26th street e new york 1,n. y. 


114th YEAR OF CONTINUOUS SERVICE 
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YES! Choose your coverage! 


Occupant Mailing Lists for ANY market is our 
business . . . by the millions or by the thousands 
of addresses. Success of Occupant Mailing is high 
deliverability—our constantly corrected lists have 
maintained 98 per cent accuracy. As one of the 
largest brokers and compilers in the country the 
finest occupant lists (that meet our exacting stand- 
ards) are always quickly available to you. 

We have “murdered” the Nixies . . . those mail- 
ing gremlins that send your mail to “No such 
number,” “Outside city delivery,” “House number 
changed,” etc. We guarantee 98 per cent accuracy 
on the lists we provide. 


Occupant 
1226 Pennsylvania Ave 
Kansas City 5, Mo 


The Nation’s Homes at Your Finger Tips! 


Our “know how”, nurtured by long experience, is at 
your service. Our lists are available for regional, state, 
county, city, trade area, or specific cities throughout 
the country. Phone or write to us about your particular 
problem—we'll blueprint YOUR job for YOU! 


OccuPANT MAILING LIsTs 


W. A. (Will) Storing, Treas. CA. 4-8893 


OCCUPANT MAILERS 239 North 4th Street 


COMPILERS — BROKERS COLUMBUS 15, OHIO 
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